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BACKGROUND DESIGNS pro. 


duced in our studio. The units are in 
perfect alignment in all directions and 
are photographically positioned with 
ease by our step and repeat method to 
an adjustment finer than one-thousandth 
of an inch. These decorative patterns can 
be used for ad backgrounds with section STON 

mortised for copy, for cover designs, : y= 


See 


£7 
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end papers, paper wraps, package de- = MINGTON 
signs, check tints, pictorial graphs, stamp = 
and label repeats in one or more colors. 


MARTIN J. WEBER STUDIO 
171 MADISON AVENUE, NEW YORK 16 
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» DISCOVER major one 
“HEADLINES words freq 


» DISCOVER major back 


* DISCOVER major back! 
* DISCOVER major back!’ 


British Grotesque 9 


» GRAPHIC techniques: 
» GRAPHIC techniques: 


° GRAPHIC techniques 
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HEADLINES words freq 


HEADLINES words freq. 
HEADLINES words freq 
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»TECHNIQ bring styl 
 TECHNIQ bring styl 
» GRAPHIC techniques: TECHNIQ bring styI 
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change of Life... 


You've seen the new format. How did it strike you, or didn’t 
it? We thought the change of Life more a menopause than a 
revitalization, more a climacteric than a climax. 

Life’s problem in seeking a new face is doubly difficult. 
In addition to the standard problem of trying to look old and 
familiar for faithful readers while trying to look young to 


attract new readers, Life’s handicap is its greatest asset. The _ 


great photojournalism almost demands a format that neither 
adorns nor competes with the pictures. 

Nevertheless, we wonder whether more courage would, in 
the long run, pay off. And we wonder what Saturday Evening 
Post is doing. We'll all soon see, but just knowing that Herb 
Lubalin, Saul Bass, Neil Fujita, etc. are working with Ken 
Stuart leads us to expect more of a changé from SEP than 
we got from Life. 

Too many of these recurrent magazine redesigns merely 
update the look. By definitions, that means the new look is 
almost immediately out of date. A certain degree of look- 
ahead designing is actually most practical in that it can be 
more enduring. , 

Life’s graphic changes seem sound but don’t seem to answer 


the competition. What do you think? e 





Art Direction, published monthly by Advertising Trade Publications Inc., 19 W. 44 St., New 
York 36, N. Y. YUkon 6-4930. Subscription price $6.00 per year; $10.50 for two years; $7.00 a 
yeor for Canada and $10.00 for other countries. Bock issues 85¢ per copy. Publisher assumes no 
responsibility for manuscripts or artwork submitted. Entered as second-class matter ot the 
post office at New York, N. Y., with additional entry os second-class matter at the post 
office ot Baltimore, Moryland. 





ART/DESIGN PACESETTERS 
2nd American TV festival 
Springfield, Mass. 
Seattle 
Omaha 
Washington, D. C. 


DIRECTIONS 
Concept is king 
Directions, by Stephen Baker 
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Production bulletin 
AD Copyfitter 
Cover papers 
Films for club programs 
PPofA Directory of Qualified 
Photographers 


NEWS & VIEWS 
Business briefs 
Letters 
Cover designer George Samerjan 
Coming events 
What's new 
News 
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NSAD news 
In Chicago 
West Coast 
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CAREFUL THOUGHT APPLIED TO 
A STRAIGHT IDEA CAN OFTEN 
PRODUCE A DELIGHTFUL TWIST 
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PAGANO INCORPORATED 


206 EAST 65 STREET, NEW YORK 21, N. Y.—TELEPHONE TEMPLETON 8-3300 


BIG AND SMALL PHOTOGRAPHY DONE TO A TURN 
REPRESENTED BY 


MARVIN SAUNDERS & CLINTON wooD 
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business briefs 


At midsummer many art studios needed 
very busy second half to record billir 
to match 1960's. Firm data, at this wr 
ing available for the first four mont 
showed studios from coast to coast aver 
ing 12 points per month less than t! 
billed in 1960's corresponding peri 
This is an 814% drop. Considering t 
the average studio profit is 4.25%, 1 
cuts significantly into the already tight 
ing profit picture. 


One result has been layoffs in agencies, stuc 
company ad departments. More er 
freelances is another. The entire art 

market switched, just about a year a 
from a seller’s to a buyer’s market. 

to the minute data from art employm 
agencies give no solid data to indi 
this year-old situation is going to chai 
back. Prospective employers are ch« 
and unhurried. 


Sometimes this “average” data is hard for 
AD or one studio owner to swallow, es 
cially if it is at variance with his o 
experience. As has been pointed out 
fore, this data is gathered from enou 
studios in the East, Midwest and West 
be credible. It takes some wide extrer 
to make the averages. And the experie 

is not uniform. For example: the natio 
average is depressed by low reports f1 
Southern California. In March, for 
ample, Eastern studios billed at a 169% 
rate, Midwestern a 150°, Southern Cali- 
fornia at 111%. After seasonal drops in 
all regions in April the areas respectively 
billed 146%, 131% and 96%. 

Billings vary by kind of service, too. 
Generally, the studio with a design serv- 
ice weathers the recessions better. And 
the studio less dependent upon agency 
business usually comes out of the down 
periods better too. 


Meanwhile the recovery—say the men who get 
the figures first—is more like a “V” than 
a “U”. This was the early summer talk. 
As you read this you will be able to judge 
for yourself the accuracy of their guesses. 
The optimists point to production up- 
turns in metals, new order gains in cur- 
ables, dwindling inventories. With an 
upswing in personal income and a gré 
sense of job security, more consu 
spending is hoped for. There was a ! 
rate of savings, right through the r 
sion, and advertising can help put s 

of it back into circulation. That's 
hope. 








* GAMMA 


Range RETOUCH GRAYS & WHITE 


Take the guess-work out of retouching! 


Gamma® Grays are accurate equivalents of photographic tonal 
NEUT RAL GRAY values. The 6 neutral values can be modified by mixing with Gamma® 
PHOTO-ENGRAVER White or shaded to match specific warm or cool tones. 
TESTED FOR For exceptionally warm-toned photographs add Gamma® Warm 
RETOUCH | NG Shader 1463 to Gamma? Grays. For cooler tones, add Gamma” Cool 
— Shader 1464. 
Whether neutral, shaded or mixed with Gamma® White, Gamma® 
Grays are the retouchers’ choice for grays that reproduce with 
absolute fidelity of tone. 











inc.| Artists’ Material 460 West 34th Street, New York, N. Y. 
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EDSTAN 


converts 
your photos 
into different 
kinds of line, 
like 
Mezzograph, 
Line Screen 


and all that jazz 


EDSTAN 


75 WEST 45 ST 
CIRCLE 5&-6781 N.Y. 








ONE ON US: 


Look at what’s been going on at North Studios. 
Just off the press— our latest brochure showing 
reproductions of art produced in our studios. 
Write on your letterhead for a copy— 
or call our representative, 
Jack McLoughlin—MU 6-5740. 


CHARLES W./| NORTH 
STUDIOS, (| INC. 
79 MADISON AVENUE 
NEW YORK 16 
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salendar 


ugust . . . Photography in the Fine Arts I, 
ghlands Art Festival, Abingdon, Va. To 
ug. 16, Photography in the Fine Arts II, 
| aac Delgado Museum of Art, New Orleans; 
ag. 7-20, Corning Museum of Glass. 
ag. 1-31 . . . AIGA and Contemporary Arts 
yter Cincinnati, sponsor exhibit of work by 
dislav Sutnar at Pepsi-Cola Gallery. 
wough Aug. 4... 70th Annual Exposition of 
ofessional Photography, Sth Natl. Industrial 
otographic Conference, sponsored by PPA. 
so, annual conventions and trade shows of 
A of New Jersey and Connecticut PPA. At 
ttler Hilton hotel, New York. 
ig. 1... Deadline, 1961 Direct Mail Leaders 
ntest, Direct Mail Advertising Assn. For 
mpaigns used Aug. 1, 1960-July 30, 1961. 
vards presentation, Oct. 10-13, DMAA con- 
ation, New York. Entry blanks, details, 
iAA, 230 Park, New York 17. 
ot. 13-15 .. . Artists Guild Day, Visual Arts 
nter, Chicago. Members’ art exhibit, Chi- 
« jo trade exhibits. Wed., AG Day; Thurs., 
A ) Day; Fri., Art Buyers’ Day. 
Sot. 14. . . All Day Technical Brainpower 
C: aference, Packaging Institute, Savoy-Hilton. 
Se ot. 15-17 . . . Eyes West, Ist Annual Con- 
fe ence of West Coast Artists & Designers. 
Monterey peninsula, 120 mi. south of San Fran- 
cisco. Sponsored by AD and Artists Club of 
Sca Francisco, University of Calif. Extension, 
ADLA, other western AD and artists clubs. 
Details, Dept. of Conferences, Univ. Extension, 
2441 Bancroft Way, Berkeley 4, Calif. 
Sept. 26... Awards luncheon, ROP color com- 
petition, sponsored by Editor & Publisher, and 
American Assn. of Newspaper Representa- 
tives. Hotel Biltmore, New York. 
Sept. 26-29 . . . Photo Journalism Conference 
in the West, cosponsored by American Society 
of Magazine Photographers, University Exten- 
sion, and Dept. of Journalism, University of 
California at Berkeley. Asilomar, Calif. 
Sept. 27-Oct. 6 . . . N. J. Watercolor Society's 
19th annual, Kresge-Newark. Entry cards and 
work due Sept. 9. Details, Jan Gary, Secre- 
tatry, 752 Hudson Blvd., Bayonne, N. J. 
Sept. 30 . . . Banquet, awards presentation, 
Detroit ADC. Exhibit opens Oct. 2, McGregor 
Memorial Hall, Wayne State University. 
October . . . Jacksonville ADC show. 
Oct. 1-15 . . . Birmingham's annual. 
Oct. 14-28 . . . Charlotte ADC show. Awards 
dinner, Oct. 16. 
October .. . 3rd week, Toledo ADC show. 
Oct. 21 . . . Miami ADC’s 9th annual exhibit, 
awards dinner. Deadline for entries, Sept. 15. 
Nov. 20 . . . Preview, Philadelphia ADC's 26th 
Annual, Philadelphia Museum College of Art 
Broad & Pine Sts. Closes Dec. 30. Dinner- 
dance, Nov. 18, Cherry Hill Inn. 
Nov. 20... ADCC’s 29th Awards Dinner. 
Cleveland Museum of Art. . . Aug. 30-Oct. 15 
Japanese Decorative Style exhibition. 
Contemporary Arts Center. Cincinnati Art 
Museum .. . Through Aug. 10: Interior Valley 
Competition, sponsor, Fleischmann Fdn. 
Mead Papers Library of Ideas .. . Aug. 1-18, 
230 Park Ave., N. Y., Visual Redesign of Cana- 
dian Natl. Aug. 28 through Oct., Annual 
Reports. 
Meiropolitan Museum of Art . . . Through Sept. 
ll, Musical Instruments of 5 Continents; 
cugh Aug. 20, Paintings from Private Col- 
ons; through the summer, at Costume In- 
it te galleries, 18th & 19th Cent. costumes. 
r in Prints, 90 prints, 15th Cent. to con- 
orary, through summer. European paint- 
mainly French Impressionists, Collection 
lectra Havemeyer Webb. a 


ARO < BOO we NT ne 





SAVE ONE HALF 
ON THE WORLD’S 
BEST PRODUCTION* 


LUCII 


You save at least one half when you 
purchase a Lucygraf because there are 
no middlemen, distributors, discount 
arrangements or hidden mark ups. 
Every unit is sold direct to the cus- 
tomer from the manufacturer. There is 
only one price. This is the formula that 
has been selling Lucygraf all over the 
country. It is the reason we offer an 
unconditional 10 day money-back 
guarantee if you are not completely 
satisfied... because most Lucygraf 
customers order without ever having 
a demonstration. 


Lucygraf customers include large 
Corporations, Universities, Agencies, 
Studios, and Freelance artists. Much of 
our sales success is directly due to the 
recommendations given by current 
Lucygraf owners... (to whom we say 
thanks). Read the specifications below 
and you will see how Lucygraf offers 
double the production capacity, plus 
rugged dependability at less than one 
half the price you would normally pay. 


SPECIFICATIONS 


LENS, Wollensak Raptar F4.5 (Same lens as in 
units costing $300.00 more and up.); EIGHT 
DIAMETERS scaling range (calibrated settings 
for four times up and 4 times down); FOCAL 
PLATE 18” x 24”; COPY BOARD 17” x 23”; 
BELLOWS, heavy duty rollaway; LID fits fiush, 
piano hinge; CABLE CONTROLS of viny! cov- 
ered steel strand; HOOD, grey vinyl, remov- 
able; DIMENSIONS, 42” stand up height to 
focal plate, floor area approx. 26” x 24”; 
CABINET of heavy ply construction beauti- 
fully finished in neutral beige. 


THIS IS THE 


$ 
FULL PRICE! 
(Not just a monthly payment!) 


*No other “luci” machine can 
out-perform Lucygraf! Instant- 
set calibrated cable controls 
give more precision and sharper 
focusing control. 











lens and hood 
ready to operate. 


00 MODEL A 
(As shown above.) 
%& Complete with 


EVERY LUCYGRAF IS SOLD DIRECT ONLY! 
with a 10-DAY MONEY-BACK GUARANTEE! 


HOW TO ORDER 

FULL PAYMENT WITH ORDER... 
$198.00. We wil! ship prepaid in 
U.S.A. 

PAYMENT PLAN ...$100.00 pay- 
ment with order. Balance in two 
equal monthly payments (60 
days). Send Bank Reference. 
Shipped F.O.B. Los Angeles. 

In California... add 4% Sales Tax 


MODEL “B’’...$278.00 
Gives an additional 172 
sq. inches on both focal 
plate and copy board. 
Includes a 4x 5” trans- 
parency holder in the 
copy board. 

Pay one half with order 


on payment pian. 
($139.00) 





LUCYGRAF MANUFACTURING COMPANY 1929 N. Hillhurst Ave., L.A. 27, Calif. 
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NEW YORK 
TORONTO 
DETROIT 
LOS ANGELES 
DALLAS 
BOSTON 
PHILADELPHIA 
CLEVELAND 
ATLANTA 
CINCINNAT! 
MINNEAPOLIS 
PITTSBURGH 
INDIANAPOLIS 
ROCHESTER 
WASHINGTON 
MIAMI 
AKRON 


THE HEADLINERS OF NEW YORK, INC. 
216 East 45 Street Oxford 7-4820 





THE HEADLINERS OF CANADA LIMITED 
401 Wellington W. at Spadina Empire 4-7272 





PHOTYPE, INC. 
1550 Porter Avenue Woodward 5-5555 





THE HEADLINERS OF. LOS ANGELES 
6713 Sunset Bivd. Hollywood 7-2117 





JAGGARS-CHILES-STOVALL, INC. 
522 Browder Riverside 1-5501 





THE HEADLINERS OF BOSTON 
470 Atlantic Avenue Liberty 2-2685 





WALTER T. ARMSTRONG, INC. 
35 North 10th Street, Walnut 2-2176 





TYPE AND ART, INC. 
1375 Euclid Avenue Main 1-8433 





TYPOGRAPHY SHOP 
2161 Monroe Drive, N. E. Trinity 5-7676 





J. W. FORD CO. 
110 W. Central Parkway Dunbar 1-1122 





DAHL AND CURRY, INC. 
506 Fifth Avenue South Federal 9-1491 





THE HEADLINERS OF PITTSBURGH, INC. 
704 Second Avenue Court 1-1904 





TYPOGRAPHIC SERVICE CO. 
215 North Senate Avenue Melrose 2-3435 





ROCHESTER MONOTYPE COMPOSITION CO. 
360 North Street Baker 5-9520 





THE wes | OF WASHINGTON D.C. 
210 G Street N.W. NA 8-2535 





THE HEADLINERS OF MIAMI INC. 
626 N.W. 6th Avenue FR 3-7341 





TYPE AND ART OF AKRON, INC. 
34 South High Street Franklin 6-9187 


The bledlhoas 


Every name of this all-star list can now offer 
famed HEADLINERS photo- pene lettering 


styles . . right in pang own cal area. These 
exclusive alph by America’s 
leading letterin artists and hand composed 
for you under the critical eye of trained 
lettering men. Call or write your nearest 
Headliners office for details on how to put 
this talent to work for you. 





HEADLINERS INTERNATIONAL, INC., NEW YORK CITY, NEW YORK 





letters 


an admirer... but. . . 


I would appreciate correction of an erro 
that appeared in your March 1961 issu 
in connection with credits for the Nort: 
American Aviation annual report whic 

I designed. 

I am a great admirer of Saul Bass an 
have several friends in his organizatio 
However, I myself have never worked f: 
Mr. Bass. 


Clarence Sato 


credit overextended ... 


(Editor’s note: Old friend and read 
W. Arthur Cole wrote his reactions 
Steve Bakers May column. Steve h 
written that type was an AD’s playthir 
that the AD should take credit for go: 
typography in ads, etc. From Clearwat: 
Fla., Mr. Cole writes:) 


“Just read Baker's editorial in M , 
Art Direction. Wow. Under me, all A 
were instructed to consult the typogr :- 
phers. Only a few ADs had good type 
sense. Very few, provided the messaye 
was intended to be read and not to be 
pure design. And all advertising copy is 
intended to be read, it is not? 

Or have times changed? 

Baker is a competent AD — but some 
typographer should answer him refuting 
his whole-hog credit to ADs. Why a Type 
Director’s Club?” 

W. Arthur Cole 


DISPLAY UTILIZATION AT THE RETAIL LEVEL. 
Point-of-Purchase Advertising Institute, 11 W. 
42nd St., New York 36. 


18 factors motivating display acceptance 
(at chain management-store supervisor 
levels) in liquor, auto accessory, hard- 
ware, drug, food, appliance and jewelry 
stores, researched by Louis Harris & As- 
sociates. 


SOUTH AFRICA. Hanns Reich. Hill & Wang, Inc. 
$5.95. 


Reich spent a year shooting “subjects 
prevailingly human, indigenously Afri- 
can”: villagers, old tribal ways “unspoiled 
by cheap sophistication,” krall-veldt to 
pography and animal life. His 89 photos 
(plus H. Hubermann and O. Nitzche 
shots) are mostly Agfa-Isopan b/w, with 
a few in Agfacolor. Foreword by Will'am 
Plomer. Cutlines are confined to a f aal 
foldout so that photo receive readers’ un- 
divided attention. 





This was your first love. A frisky bit of 
a puppy no bigger than a roller skate. 


You saw him in the pet shop window 
and knew he had to be yours. 


So you begged. Pleaded. Made 
extravagant promises. And got him! 


You never let that dog out of your 
sight. You played, ate—even slept with 


Arann 


ES ATLANTIC 


EASTERN FINE PAPER AND PULP DIVISION - STANDARD PACKAGING CORPORATION - BANGOR, ME 


him. He was your friend and willing 
slave. Your proudest possession. 

Where is this kind of pride now? In 
your work. In seeing a tough printing 
job run smooth as silk under your 
knowing direction. 

Pride. We share it with you. Because 
good printing begins with good papers. 
And that’s the only kind we make. 


FINE PAPERS 










Art directing this insert: When you put a boy 
a dog together, compatibility not only reigns, it pou 
Photographer Carl Fischer found himself shootj 
dozens of pictures, all so good it was a heartbreaking 
to discard all but the five that told our story best. 








Fischer used a Hasselblad 2% x 2% and Ektachrome { 
strobe lighting for the indoor shots. Separation negat} 
were made directly from the transparencies. 











PRODUCTION FACTS: This insert printed offset on 
brilliant white Atlantic Opaque, Regular finish, basis§ 
on a 52 x 76 4-color press, 30 up at 4,000 IPH. Sheet sj 
50 x 76%. Color sequence was yellow, blue, red, bladil 
Press plates were deep etch aluminum from 175,j 
screen positives. 












Just how effectively does 
Atlantic Opaque 
prevent show-through? 






This insert will give you a good idea. 






Atlantic Opaque makes the printer’s life easier in every 






way a paper can. Its fluorescent whiteness gives more bril- 






liant reproduction. It offers outstanding ink receptivity. 






It is uniform in trim, caliper, bulk and moisture content. 






This is the paper that minimizes press preparation, and 






helps speed the job through the press. 
And when the job calls for savings in postal costs, try 







Atlantic Opaque in a lighter weight. You'll find it ideal 






for envelope stuffers and inserts. 






Atlantic Opaque is available in Regular, Vellum and dis- 






tinctive Deep Etch finishes. Ask your Eastern Franchised 






Merchant for samples. Or write us direct. 


EASTERN FINE PAPERS 


EASTERN FINE PAPER AND PULP DIVISION « STANDARD PACKAGING CORPORATION © BANGOR, ME. 
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‘ over designer 


( eorge Samerjan is a designer, painter, 

riter and lecturer. Currently working 
« it of his New York studio, he was born 
i. Boston, lived much of his life in 
| ollywood, studied at the Art Center 
S$ hool. He is a former AD of Esquire 
p agazine and his paintings have won 
a vards from such groups as The Amer- 
iin Water Color Society, Audubon 

tists, Oakland Watercolor Club, Cali- 
f rnia Watercolor Society. His art and 
d:sign has also won AIGA and ADC 
avards. He designed the 4-cent Arctic 
E .plorations commemorative stamp. Mr. 
§:merjan is also an instructor at the 
Graphic Design Workshop Course, a 
dvsign consultant to business publica- 
tions and has addressed many creative 
seminars including the University of 


Michigan’s School of Business Adminis- 
tration seminar on “Creativity” in 1957. 
He was the chairman of the highly suc- 
cessful seminar sponsored by the Society NOW ¢ A worRD - 


of Illustrators earlier this year. ry 


Every style in our Film Lettering 
Library without exception! 

what's new Mail deliveries anywhere in the U.S.A. 
Order by name from Style Specimen 
Book sent on receipt of 25¢ to cover 
CAREER GUIDE: Booklet from Cooper postage and handling. 

School of Art, 6300 Euclid Ave., Cleve- 
land 3, O., lists demands of the commer- 
cial art field, suggests types of preprofes- and 

sional and art school training. Booklet, | Trick Photography 
free from Cooper, was compiled by] Since 1937 

Director William F. Whitsett from sug- 305 East 46th Street New York 17, N. Y. 
gestions by NSAD’s Committee on Edu- ' re ; 
cation, various art schools, agencies and PLaza 3-4943 
studios, ADC of Cleveland, and Art 
Direction Magazine. 


THE EIGHTH WONDER, 16mm sound-color a <i rE _ A $ 5 o a4 te ] T te ] s TAT a 
ool / ( 


film commemorating the Linotype’s 75th 
anniversary, is available from Mergen- 
thaler Linotype Co. A 15-minute version ae 

is being shown on PULSEBEAT, TV docu- AM E RICAN 
mentary series, in 29 U.S. cities. A 28- 

minute version is available to trade || Biu EPRI NT ) 
groups, graphic arts clubs and schools, |) PEAS 47 51 rueee 1-807 
who will be notified by mail of televisings 299 MADISON AVE 

in ‘heir respective areas. Arthur L. Koop, 630 FIFTH AVE 
M.\. ad. mgr., 29 Ryerson St., Bklyn. 5, 
N. Y. 


Process Lettering 




















CLEVELAND 3, OHIO 
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MAIL this 
coupon today 
for your Advance 


. Preview Copy 
NEW ideas of ADVERTISING 


| a 6DIRECTIONS II 
, NEW graphic trends ' eaueamns es 


| ADVERTISING DIRECTIONS I! 


A whole basic visual advertising 
NEW illustrations 


it’s completely NEW 


library in one handy book! 


EDITORS: Arthur Hawkins 
Edward Gottschall 
HOW DOES IT ADD UP? 


THE ARTIST, THE MARKET, 
N EW authors AND TOMORROW 
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4 CRITICS ok SEARCH OF AN ANSWER 


Ru Lyn 
ILLUSTRATION: THE SHOCK 
BECOMES COMMONPLACE 
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ADVERTISING: TYPOGRAPHY 
George Guido 
DESIGN: A MEANS OF 
/ CORPORATE EXPRESSION 
. James K. Fogleman 
NEW techniques ANNUAL REPORTS: MORE THAN 
FINANCIAL STATEMENTS 
Mahlon A. Cline 
THE EMPHASIS SHIFTS IN 
MAGAZINE PAGES 
Otto Storch 
APPLIANCES: FROM ADDY TO 
NEWSY TO CREATIVE 
Walter Glenn 
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. 
Paul R. Smith 
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Ken Lavey 
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Irving Trebich 
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FEW DIRECTIONS 
Howard Munce 
venoe DIRECTIONS IN 
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“le K. Nelson 
RETAIL ADVERTISING: A TREND 
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Arnold V. 
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Willia Duffy 
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IN CIGARETTE ADVERTISING DIREC 


Robert Wes 
—— O& ADVERTISING'S NEW LOOK 


COMPACT AGENCIES FOR 
BIG CREATIVITY 


George Lois 

FASHION GOES MIDDLE VOLUME 
Gene Federico 

THE TREND IS TOWARD CONFUSION 
Elwood Whitney 

IDEAS OF THE YEAR 

tschall 


Edward 
NEW TYPEFACES 
WHAT'S NEW IN PRODUCTION 
ART BUSINESS NEWS ROUNDUP 
CLUB AND EXHIBIT DIRECTORY 
NEW BOOKS 
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ART DIRECTION BOOK COMPANY 


Afilia ed with ART DIRECTION ...CAM REPORT 


19 We t 44th Street, New York 36, N. Y. 


pLEA ‘E SEND ME for 10 Day 
FRE & EXAMINATION 


___c pies of ADVERTISING 
] IRECTIONS II 


___e« pies of ADVERTISING 
D RECTIONS I 


¢ lenc ‘ose $ 





( Please bill me. 











STREET ADDRESS 





SAVE POSTAGE 


STATE 


Enclose payment with your order and save us bookkeeping costs and we will pay the | 


postage. Unconditional guarantee providing prompt refund if not satisfied protects you. 


YOURS FOR 10 DAY FREE EXAMINATION 
A Preview Copy of ADVERTISING DIRECTIONS Ii 
which explores the NEW TREND TOWARDS GREATER SOPHISTICATION 


Due to the success of ADVERTISING 
DIRECTIONS I, we have spent the 
past months on a completely new book 
on the latest visual advertising trends 
—ADVERTISING DIRECTIONS II. 


It’s the kind of book every reader of 
ART DIRECTION will want to own. 
It brings you the analyses of the latest 
trends in creative advertising by 29 
outstanding authorities. 


Let us quote from the introduction: 


“...today’s big direction is towards 
more sophistication in advertising, 
today’s and tomorrow’s big chal- 
lenge is to walk the tightrope of 
creativity and sophistication with- 
out falling on the one side into 
cliches and boredom and indistinc- 
tion or on the other into misrep- 
resentation ...in this book is the 
work of many advertisers who 
have walked the rope successfully.” 


If you are one of the thousands of 
readers who bought ADVERTISING 
DIRECTIONS I, there’s no need to 
“sell” you on this new volume. It sup- 


plements the book you own and with it 
gives you a basic library. If you haven’t 
the first volume you can still get a copy 
as described above. 


In either case, you’ll want to see the 
new baok because in it you’ll find: 


29 top advertising authorities ana- 
lyzing the newest trends and pré- 
dicting where they will lead. 


Over 600 large illustrations—an 
invaluable idea file classified for 
easy reference. 


Actual case histories provide stim- 
ulating creative ideas for you. 


The stories behind many of today’s 
successful campaigns by those who 
built them. 


268 Pages, Size 84%” x 11”. 
Over 600 large illustrations. 
33 chapters by leading authorities. 


New marginal captions make it easy 
to use for reference . . . make it easy to 
find just the item you want quickly. 


Complete detailed index. 


600 IDEA STIMULATING ILLUSTRATIONS 


... with comments and descriptions. Large illustrations 
in each of the 33 sections are printed on fine paper to 
give you clear reproduction of details. Here’s an invalu- 
able idea library—indexed for quick and easy reference. 


29 )UTSTANDING AUTHORITIES 
---¢ach @ greatly respected specialist in 


his ‘eld have contributed to ADVERTIS- 
INC DIRECTIONS II—all original mate- 
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rial especially written for this book and 
never published anywhere else. 
@ NO ADVERTISING CONVENTION... 


/ August 1961 


Handsome and sturdy hardcover bind- 
ing. 
PRICE: $11.50 


UNCONDITIONAL 

GUARANTEE 

If not completely satisfied, return your 
copy after 10 DAYS FREE EXAMINA- 
TION and your money will be refunded 
promptly. 


A LIMITED NUMBER OF 
COPIES OF 

ADVERTISING DIRECTIONS |! 
are still available 


Written by 30 outstanding authorities and 
illustrated with over 800 reproductions—it 
is a unique idea-stimulator you'll want in 
your library. 


In Advertising Directions I you have, lit- 
erally and figuratively, a half million dol- 
lars’ worth of talent for counseling and 
inspiration. 

Since it will not be reprinted this may be 
your LAST CHANCE to own this book— 
your last chance to have a complete library 
of Advertising Directions books. 


282 pages—attractive sturdy cloth binding 
stamped in gold - - - - - - $10.00 


no adult course for professionals...ever 
brought together a group of authorities 
like this. 
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Another Huxley House First 


We can look back 
to a good 
batting average in 
forecasting typo- 
graphic trends. 
The type faces we 
first introduced, 
then obscure, today tet 
are some of the 
most popular tools 
in typography. 
cAgain, we have 
picked a winner. 
Recent years have 
rarely produced an- 
other type family 
with as much oF 
inherent versatility 
as Trump Imperial. 
cA thoroughly 
practical letter, 
rooted in the classic, 
it is truly modern 
in concept and ces 
design. The text 
weight is normal, its 
companion oblique 
rather than italic. 
cA Semibold and 
Bold provide the 
accents.-A shaded 
“Gravure” ends 
the quest for the 
decorative. It is 
available on the 
linotype. We are 
preparing the first 
cAmerican showing. 
cAs soon as it comes 
off the press it is 
yours for the asking 
...Teserve now! 


HUXLEY HOUSE, Ltd. 


216 East 45 Street, New York 17- MU 7-1050 
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Linofilm develops a makeup 
unit; barrel-full of new 
type aids and paper 


specimen books available 


The Linofilm Composer 


Linofilm Phototypesetting System: Its 4-unit 
Linofilm system for “cold type” com- 
position, adaptable to photo-composition 
needs, was demonstrated at the Mergen- 
thaler Linotype Co. Brooklyn plant's 
75th Anniversary open house on June 
13th. 

Assembled in building block combina- 
tions, the Linofilm units are: 

(1) Keyboard—Its 18 fonts range from 
6 to 36 pt., with display type sizes also 
keyboarded at same speed as text matter; 
centering, quadding and justification are 
push-button operated; output is recorded 
on tape feeding. 

(2) Photo Unit, automatically han- 
dling taped character font, point size, 
leading and line length change signals. Its 
18 grid fonts (alphabets and symbols) are 
equivalent to over 72 magazines of hot 
metal matrices, each font held in a rigid 
horizontal plane for image sharpness; 





photographs at 6-ems-a-second rate, equal 


SUCCESSFUL 
ARTISTS USE CRESCENT 


ILLUSTRATION BOARD 
CHARCOAL BOARD 
BRISTOL BOARD 
T.V. BOARD 
COLORED DRAWING BOARD 
WATER COLOR BOARD 
MAT BOARD 


see your Crescent quality dealer... 
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This scratct 


drawing dor 
X-acto knife 


e Etchi 


So safe! 
the blade 
thing but 
Always | 
your sock 
Versatile 
cally shar 





bt 


= DESIGNERS’ MAT 
eet | WATER COLORS 


JPAQUE 
SRILLIANT 


Foe Artist Quality 
( paque Designers’ 
Colors for illustrat- 
i: 3 and all commer- 
cal art. For brush 
© airbrush. Selected 
p slette of 45 colors 
- in % oz. glass jars. 


COLOR CARD 


ON REQUEST 
Fr. WES Eo Ro i oF 
Makers of Pe 
Philadelphia 23, Penna 





Nw! xacto 


ARTIST KNIFE 


with famous X-acto Interchangeable 


re na are wth 
nife rend 
rir bt ode 


The “easy- to- 
use” all- purpose 
art tool for... 


e Layouts 

e Mechanicals 

e Stencils 
 Friskets 

e Shading Sheets 
e Scratchboard 

e Etchings, = 


So safel "'See-Thru" Cap reveals 
the blade. No. al igtaki ing it for any- 
thing but a knife. $400 
Always Convenient! Clip it to No. 3- ST ie 
your cocket and carry it everywhere. complete with blade 
Versatile! Takes 3 st i 

yles of surgi- Your art dealer has a com 

plete 

tally sharp X-acto blades. selection of X-acto Graphic Art 


Just twist the chuck to. Stop in today and look 
e blad hem over. 





(write for free X-acto 


blades: a te careeiti 
X-a Art Tool Booklet) 
1 A Sie... X-ACTO, INC. 
( always 48-97 Van Dam ont 
iy! 











read Long Island City 1, 


There have been three 
great developments in 
photogelatine printing 
in thé last century. 


Fredrick research 

is responsible for two: 

1. Controlled Plate making 
2. Printing coated stock. 


Fredrick developed 
the third to a standard 
of quality: Precise 

and uniform printing. 


We have samples 

to demonstrate. 

Call us. OXford 5-7272 
Fredrick Photogelatine 

438 West 37 St., New York 








custom 
K<-L. color 
Stats 


PAPER BASE, 

WHITE WHITES, 

DRY MOUNTABLE, 
RETOUCHABLE, 

CLOSE MATCH TO ORIGINAL 


8 x 10—815.00 
11 x 14—820.00 
16 x 20—830.00 


24 HOUR SERVICE, MADE FROM 
ANY SIZE & KIND OF 

COLOR TRANSPARENCY 

FROM ART ADD 210.00 


Kel 


COLOR SERVICE INC. 
10 EAST 46TH ST., N.Y. 17, N.Y. MU 7-2595 
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slides 
color and b. & w. * 


any size, any style 


from art, transparencies & negatives 


tilm strips ok 
(masters - duplicates) 


from art, transparencies & negatives 








WAtkins 4-8573 Cables: Labsbebeli, N.Y. 


for busy layout men, 
2-headed designers 
color photostats 
(6-hour service available) 
_ paper-base or acetate 


matte or glossy 
color prints 
any size, any style 


from art, transparencies & negatives 


108 W. 24th St., New York 11 
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sole 
distributor 
of Mercury 
Products 


1M NEVER WITHOUT MY 


need Aa), Be 
supplies ? d 
mt at 


phone 
JU 6-1090 HI 











fastest 
deliveries 


in town makes your colors 
have on acetate 





























special rates and consideration 


given to students and art groups STOPS Cc RAWLI NG 
STOPS CHIPPING 


























to 15 lines a minute of 12-pt. type on .n 
18-pica measure, with line lengths ra: z-. 
ing up to 42 picas; film or paper pro. ‘fs 
may be used for reproduction. 

(3) Composer, performing make. ; 
function, takes type up to 30 pt. from 
Photo Unit, reducing it 2/3rds or enl: 
ing it 6 times; operator works from scr« 
imposed tracing paper layout; lines 1 
be set curved or angled up to 90°. 

(4) Film Corrector, handling Keybo 
corrections or AAs coming through Ph 
Unit as a “correction galley.” Autom 
cally replaces error lines, without opa 
ing or hand-doctoring; adds, remove: 
replaces any number of lines; inserts 1 
ning heads, titles, captions, etc., ofte: 

a repetitive nature. 


“Exotic’ papers, made from various 1 
cellulosic fibers (aluminum, glass, ray 
ceramics, asbestos, acrylic, etc.) are among 
the products being developed at the 
Mead Research Center, Chillicothe, 0. 

New products, including a Forin-L 
Board for panels, fragile goods packag- 
ing, etc., aim to counteract industrywide 
over-capacity, open up new markets, up 
plant efficiency, lower unit costs, eventu- 
ally achieving a “vastly improved paper- 
making method.” 

200 scientists and technicians are doing 
diversified research, particularly on wood 
fibers’ physical-chemical nature and how 
they bond. “Fibers do not normally uti- 
lize more than a fraction of their poten- 
tial bonding-tensile strength, leaving 
room for tremendous improvement in 
paper strength,” Mead reports. “We ex- 
pect to learn more about chemical- 
mechanical paper-making processes upon 
fibers, ultimately realizing papers of 
greater strength and improved printing 
quality.” 


Type aids: Franklin Typographers has 
issued a 101-page loose-leaf supplement 
to its specimen book. It shows 117 faces 
not included in its basic book with alpha- 
bet and specimen line showings and copy- 
fitting data for each available size. Some 
of the faces shown: Akzidenz Grotesk, 
Craw Clarendon series, Egizio, Melior, 
Microgramma family, Standards, Times, 
Torino, Venus families. For a « 
Franklin Typographers, 225 W. $9t! 
N.Y. 18... from Rapid Typograp 
305 E. 46th St. comes a mechani 
bound calendar. Each page is a diff" 
month, each month set in a different 
style . . . a 12-page folder from / 
Typographers, 115 W. 29th St., N 
shows recent machine and hand 
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CHAR 
BAIN 


HE 
WANT “ 


Vhy argue? Everybody wins with SPEEDBALL. Five styles and 36 points . . . 4 Steel 
Erushes . . . give you the widest choice of lettering combinations or finished aeiestilie with 
a flair. For professional work specify SPEEDBALL. 


BRUSHES FLICKERS ~ 
C. HOWARD HUNT Pen Co., Camden 1, NJ. 





How to help 


th a a young artist get ahead 


in Board... 
BUY The next time a “young hopeful” 
asks your advice about 


BAINBRIDGE _ | ME 2 Job or a raise... 


tell him to mail this coupon. 





Albert Dorne 


THE FAMOUS ARTISTS SCHOOLS of Westport, Conn., have 
Each board individually helped many a young artist forge ahead. As you know, this 
a : : is the school run by America’s 12 Most Famous Artists. 
hung, air dried, So why not tell the next young artist who comes in and 
to eliminate warping, asks for advice to mail the coupon below. Jt will help him 
P get ahead faster. 

insure flatness. 


Norman Rockwell FAMOUS ARTISTS SCHOOLS 


MA i honen lees Studio 5448 Westport, Conn. 
rt Suppliers Everywhere Harold Von Schmidt Send me, without obligation, information about 
< 
Fred Ludekens the courses you offer. 
Al Parker Mr. 


CHARLES T. ’ & ond _., Miss (PLEASE PRINT) 
BAINBRIDGE’S SONS Austin Briggs Address 
Dorne ity 


20 Cumberland Street 
Brooklyn 5, N. Y. 




















ee ee ae 











Drawing by Robert Fawcett from a recent article in 
LOOK, “If The South Had Won The Civil War.” 


“I do many pencil preliminaries be- 
fore starting a drawing, and I use 
Blair Spray-Fix® to hold each one. 
My final drawings often embrace sev- 
eral media, from black ink, colored 
inks and dyes, to 
casein tempera, 
and I use Blair 
Spray-Fix to iso- 
late each stage. I 
find I can work 
over it perfectly.” 


“8 ~ Robert 
Fawcett 


— 
Blair Art Products, P.O. Box 8648, Memphis 8, Tena. 
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additions including Palatino, large wood 
type, and such less common faces as 
Signum, Mandarin, Bruce Mikita, etc. 


Paper specimens: Recent mailings from 
paper mills include the following idea 
stimulators: From International Paper, 
folder showing Triflex, a plastic-impreg- 
nated base stock that resists tearing, oil 
and water, is cleanable with damp cloth. 
Folder shows wide range of uses . . . From 
Mohawk Paper Mills, a Clare Leigthon 
wood engraving on 80 lb. ivory and a 
lithography by Alan Crane on Mohawk 
Vellum .. . Beckett Paper offers a new 
booklet on Beckett Brilliant Opaque, a 
titanium white sheet, showing 5 weights 
and 15 finishes of book paper and 4 
weights of matching cover stock. Also 
from Beckett, a booklet on Beckett Offset 
and Buckeye Cover, showing how to get 
2-color effects with one color printing and 
colored paper. Includes acetate sheets in 
range of colors that can be placed over 
swatches of colored paper . . . A “Specialty 
Sample Book” compiled by Appleton 
Coated Paper Co. contains descriptions 
and samples of many special variations 
of APCO’s regular paper grades . . . New 
booklet shows white, buff and 5 colors 
in Wausau Papers’ Wausau Index Bristol 
line . .. Changes in standards of two 
Kimberly Clark papers have been made. 
Kimberly Web offset enamel and Litho- 
web coated offset are now whiter and 
brighter. Lithoweb also has a stronger 
base sheet. K-C also introduced Prentice 
offset enamel, Venetian finish. This is the 
first embossed coated printing paper 
offered by the company . . . New line of 
executive-style white wove envelopes in- 
troduced by United States Envelope Co. 
It’s called Epic Executives, Regular and 
Outlook Window. It’s in 8 sizes and styles 

. Light-weight, heavy-bodied offset 
sheet is Glatfelter’s Glatex ... From 
Glatex ... From Crocker, Burbank there’s 
a new folder showing full color results 
on Art Gloss Offset Enamel and an infor- 
mational folder on “How To Score”. 
Printed on Linton Bristol, it’s a wall 
chart showing how to string score, the 
wire and rule method, illustrating dia- 
gramatically hinges, problems of stretch, 
etc. a 








Change of Address. Please send an address 
stenci impression from a _ recent issue. 
Address changes can be made only if we 
have your old, as well as your new a ~~. 
Art Direction, Circulation 5 oe est 
44th Street, New York 26, 
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8.95 Valve for $1. 


Bargain introductory offer 
proves “Clip Book” art saves 
you time and money. Top 
quality ready-to-use art for ads, 
printing, publications, direct 
mail, etc. Offset, letter- 
press, silk screen. 

Many art proofs from “Art 
Director's Clip Kit” and 

“Clip Book of Line Art’ — 
enough for dozens of paste-ups. 
Satisfaction guaranteed—no 
obligation—no strings. 

Merely attach $1.00 to your 
letterhead. (Only one to a 
customer—and new 

customers only.) 


Harry Volk Jr. Studio 
Pleasantville 4, New Jersey 


Rake 
PROJECTION ART _ 


rT Ready-to-use art on translucent stock for 

projectuals. A specialized service for visual 
communications. Write above address for LL 
samples, prices. 


— 








photostats - 
acetates + color transfers - electroprints 


photo murals - blowups 


MGS 


. to solve your photostat problem. Take 
2 parts experience, 5 parts quality and 
mix with a heaping portion of service. 
Result — the right stat, at the right price 
at the right time. 


REGINA. 
pholoprint Madi 


3 convenient, nearby locations to serve y 1: 
15 EAST 48th ST. * 280 MADISON AVE. * 111 WEST 5 th ST 
Plaza 2-0860 * MUrray Hill 9-8332 * Circle 7 4208 














JUdson 6-0035 


. . . distributors of such 
famous papers for art- 
ists needs as Canson Mi- 
Teintes, Vidalon Trac- 
ing, Morilla ‘“‘Board”’ No. 
1059 — recommends 
ESSDEE Scratch Board. 
You will enjoy its un- 
usual versatility, ease of 
use, low price and grati- 
fying results. Try it 
yourself and see why it 
richly deserves its na- 
tion-wide acclaim. 


British 
SCRATCH BOARD 


The most delicate lines can be scratched 

without chipping. Perfected surface 

offers an infinite variety of treatments. 

Max Lomont, AD, 
Pepsi-Cola Company, 


“ : Ask your dealer z : 
Shoots 11x14” White or Back about Morilla’s planning point-of-purchase 


‘ “ESSDEE” but ac- : ’ , 
Sheets 19x25” White or Black cept no substitutes. display with Lawrence Gussin. 


S les and fulder 
Smooth or Stippled Surfaces aa couuest 


} MORILLA 


and it is inexpensive! 


LAWRENCE GUSSIN COMPANY, INC. 
220 WEST 42 STREET, N.Y. 36, N.Y. 
WISCONSIN 7-6748 


Company 
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type “C” ektacolor print 
dye transfer 
black & white 


& flexichrome 


retouching 


involving the use of bleaches, dyes, 
electronics*, chemistry and abrasives 
for the sole purpose of insuring the 
most faithful reproduction of your 
photography is truly an art as pre- 
pared and produced by Archer Ames 
Associates 


& NOW 


a new mechanical art and photo ser- 
vice department insuring facsimile 
color conversion, black & white copy- 
prints, and screened velox prints for 
the most faithful reproduction of 
your advertising art. 


ARCHER AMES 
ASSOCIATES 


16 East 52 Street, New York 22, N. Y. 
Murray Hill 8-3240 


*Contact: ARCHER AMES/LEON APPEL 
JIM BENSON 





SPECIAL BARGAINS 
in ART MATERIALS 
and ART BOOKS 
“Friem's Four Pages,” 
our interesting art 
newsletter... 

FREE on request. 


A.!l. FRIEDMAN INC. 


QUALITY ART MATERIALS 
25 West 45 St., New York 36 





Cl 5-6600 


























booknotes 


ART STYLES OF THE PAPUAN GULF. Douglas 
Newton. University Publishers, Inc. $6. 


People’s art of Southern New Guinea and 
their underlying rituals ave presented in 
265 illustrations and over 200 commen- 
taries in this 100-page book by the cura- 
tor of New York’s Museum of Primitive 
Art. No general survey of Papuan art, 
noted for many cultures and styles, in 
which demonic variety and design sophis- 
tication dominate, has appeared in over 
60 years. Included is a catalog of the 
Museum’s exhibit. 


1961 INTERNATIONAL DIRECTORY. Members of 
Advertising Agency Networks. Long Advertising 
Management Publications. $5. 


Plastic-bound summary of agency net- 
work movement lists personnel, mailing 
addresses and phone numbers of 233 
members. Available from W. H. Long, 
5347 N. Santa Monica Blvd., Milwaukee 
17. 


DRAWING WITH PEN & INK. Arthur L. Guptill. 
Reinhold Publishing Corp. $8.95. 


Ranging from elementary instructions to 
drawing for reproduction and pen-wash- 
pencil-charcoal combinations, this work 
(out of print since Guptill’s death 5 years 
ago, edited and revised by Henry Pitz), 
retains Guptill’s explanatory drawings 
and other artists’ original work. In addi- 
tion, it has almost 100 examples of newer 
work by 29 outstanding illustrators— 
Pitz, Searle, Dufy, Coll, Gold, Thallander 
and others. 


ADVERTISING. Albert Wesley Frey. Ronald Press 
Co. $7.50. 


Mainly concerned with advertiser-agency 
relationships, emphasizing how and why 
(the analytical and managerial), this up- 
dated 600-page text discusses creative 
technical skills (not in great detail, how- 
ever) advertising’s social-economic effects, 
marketing mix and program, business 
interdependence, advertising basics, prob- 
lems, approaches, policies and procedures. 


LATIN AMERICA—NEW DEPARTURES. Institute of 
Contemporary Art & Time, Inc. 


Catalog, 714”x714”, reproduces works of 
12 contemporary artists comprising the 
travelling exhibit featured April 13-May 
12 at the Time & Life Bldg., New York, 
and assembled with the assistance of the 
Pan American Union and participating 
museums. 
(continued on page 32) 
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Rich Art Color Company 
NEW YORK 10, N.Y. 








Altention A-D’s! 


IN SECONDS! 


Tens of thousands of artists, 
admen, printers, editors, stu- 
dents swear by the Haberule 
Visual Copy-Caster . . . world’s 
fastest, simplest, most accurate 
copy-fitting tool. Only $10 at 
art supply stores or direct. 
Money-back guarantee! 


HABERULE 


Box AD 245. Wilton, Conn 





Underwater Photography 


JERRY GREENBERG 
6840 S. W. 92nd Street 
Miami 56, Fla. 

MO 7-405! 








IM NEVER 
WITHOUT 
MY 






































Enter WhiteMost Offset Enamel—the whitemost, brightmost, certain- 
to-impress-most new printing paper in the paper catalog! WhiteMost 
is most faithful to color, most ideal for high speed presses. It’s most 
of everything desirable in a quality printing paper... most paper-per- 
fect, most prone-on-the-press, most printing-precise, most ink-sure. 


NOW — it’s WhiteMost from Newton Falls—the MUST offset enamel 
for your next quality printing run! 


NEWTON FALLS PAPER MILL, INC. 
330 West 42nd Street, New York 36,N.Y. Mill at Newton Falls, N.Y. 
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THE AD 
COPYFITTER 


See Sept. 1969 Art Direction for the 
CuHaracter Per Line Cuart and the 
first installment of these CHARACTERS PER 
Pica Tasies. The article tells how to use 
tabular data and chart for visually trans- 
lating characters per pica into characters 
for any line length up to and including 
55 picas. More tabular data appeared in 
October, and will continue monthly 
uatil the series has run from A to Z, An- 
nual supplements will keep it up to date. 


Original Old Casion No. 337 (M) 7-3.68; 
8-3.34; 9-2.98; 10-2.67; 11-2.44; 
12-2.23; 14-2.14; 18-1.75; 22-1.56; 
24-1.3 

Original Old Casion It. No. 337 (M) 7-4.02; 
8-3.65; 9-3.23; 10-2.91; 11-2.66; 
12-2.43; 14-2.33; 18-1.88; 22-1.7; 
24-1.48 

Original O. S. & It. (Li) 6-3.83; 8-3.05; 
10-2.8; 12-2.35; 14-2.04 

Othello (ATF) 18-1.55; 24-1.28 

Pabst Ex Bold w It. (Li) 10-2.05; 12-1.72; 
13-1.68; 14-1.49; 18-1.18; 24-87 

Pabst Ex Bold Cond. w It. (Li) 10-2.38; 
12-2.03; 14-1.74; 18-1.56; 24-1.21; 
30-1.09; 36-.92 

Pabst O. S. (Li) 10-2.67; 12-2.26; 14-1.89; 
18-1.59 

Pabst O. S. No. 45 (M) 6-3.84; 8-3.18; 
10-2.7; 12-2.25 

Palisade (1) 18-2.28; 24-1.72 

Paragon & It. or with Bold (Li) 544-3.31; 
6-3.19; 7-2.8; 8-2.68; 9-2.56; 10-2.35 

Paragon w It. S. C. (Li) 5-3.39; 6-3.1; 
7-2.8; 7¥-2.7; 8-2.6; 9-2.48; 10-2.36 

Paragon w Paragon Bold (Li) 544-3.28; 
6-3.1; 7-2.8; 714-2.7; 8-2.6; 9-2.48; 
10-2.36 

Paramount (ATF) 6-4.37; 8-3.76; 10-2.96; 
12-2.61; 14-2.22; 18-1.78; 24-1.41 

Parisian (ATF) 10-3.3; 12-3.02; 14-2.53; 
18-2.03; 24-1.64 

Parisian (1) 12-3.05; 14-2.59; 18-2.05 

Park Avenue (Allow for Swashes) (ATF) 
12-2.83; 14-2.54; 18-2.07; 24-1.64 


Park Avenue (1) 12-2.94; 14-2.54; 18-2.03 

Parsons (ATF) 6-3.75; 8-3.21; 10-2.82; 
12-2.39; 14-1.96; 18-1.54; 24-1.18 

Perpetua No. 239 (M) 6-4.; 8-3.68; 9-3.43; 
10-3.31; 11-2.94; 12-2.8; 13-2.68; 
14-2.35; 18-1.78; 24-1.34 

Perpetua It. No. 239 (M) 6-4.55; 8-4.19; 
9-4.; 10-3.83; 11-3.43; 12-3.31; 
13-3.05; 14-2.45; 18-2.14; 24-1.54 

Perpetua Bold No. 461 (M) 6-3.43; 8-3.31; 
10-2.8; 11-2.56; 12-2.35; 13-2.04; 
14-1.92; 18-1.54 

Phenix (ATF) 24-2.41 

Piranesi (ATF) 8-3.89; 10-3.09; 12-2.85; 
14-2.43; 18-1.94; 24-1.48 

Piranesi It. (Allow for Swashes) (ATF) 
8-4.62; 10-3.68;.12-3.38; 14-2.85; 
18-2.33; 24-1.78 

Piranesi Bold (ATF) 6-4.03; 8-3.5; 
10-2.74; 12-2.47; 14-2.06; 18-1.67; 
24-1.26 

Piranesi Bold It. (Allow for Swashes) 
(ATF) 6-4.48; 8-3.84; 10-3.08; 12-2.79; 
14-2.39; 18-1.89; 24-1.48 

Plantin (Lud) 6-4.; 8-3.19; 10-2.56; 
12-2.25 

Plantin It. (Lud) 6-4.35; 8-3.31; 10-2.8; 
12-2.25 

Poliphilus (for Italics, see Blado) (A/C) 
10-3.05; 12-2.35; 16-2.04 

Post Light It. (A/C) 8-4.2; 8#2-3.7; 
10-3.45; 10#2-3.; 12-2.9; 14-2.35; 
14#2-2.1; 18-1.8; 24-1.3 

Post Mediaeval Light (A/C) 8-4.; 10-3.6; 
10#2-3.2; 12-2.8; 14-2.45; 14#2-2.05; 
18-1.75; 24-1.45 

Post Mediaeval Light It. (A/C) 8-4.7; 
10-3.95; 10#2-3.7; 12-3.4; 14-3.; 
14#2-2.56; 18-2.35; 24-1.9 

Post Mediaeval Medium (A/C) 8-3.95; 
10-3.55; 10#2-2.9; 12-2.7; 14-2.35; 
14#2-2.; 18-1.72; 24-1.4 

Post Roman Bold (A/C) 8-3.8; 8#2-3.4; 
10-3.1; 10#2-2.8; 12-2.45; 14-2.1; 
14#2-1.9; 18-1.5; 24-1.2 

Post Roman Light (A/C) 8-4.2; 8#2-3.7; 
10-3.45; 10#2-2.9; 12-2.8; 14-2.35; 
14#2-2.05; 18-1.8; 24-1.3 

Post Roman Medium (A/C) 8-4.; 
8#2-3.45; 10-3.3; 10#2-2.9; 12-2.7; 
14-2.25; 14#2-2.2; 18-1.75; 24-1.25 

Post Text No. 5 (M) 514-3.66; 6-3.46; 
7-3.14; 8-2.96; 9-2.73; 10-2.54; 
11-2.32; 12-2.12 

Post Text It. No. 5 (M) 514-4.; 6-3.8; 









New quality in your 

Ektacolor prints. See the 

difference created by automatic 
dodging using LogEtronic® equipment. 


Write for brochure and price list 





‘ « 








QUALITY COLOR PRINT SERVICE 
911 G Street, N.W., Washington 1, D.C. EX. 3-6961 





7-3.42; 8-3.23; 9-3.01; 10-2.77; 
11-2.53; 12-2.32 

Poster Bodoni w It. (Li) 8-2.35; 10-2.04 
12-1.74; 14-1.48; 18-1.17; 24-.87; 
30-.70 

Poster Bodoni Compressed (Li) 18-2.2° 
24-1.80; 30-1.45; 36-1.34 

Powell (Lud) 14-1.65; 18-1.45; 24-1.02 

Primer w It. & S. C. (Li) 6-3.23; 7-3.; 
8-2.75; 9-2.55; 10-2.42; 11-2.29; 
12-2.28 

Radiant Bold (Lud) 10-2.46; 12-2.10; 
14-1.81; 18-1.43; 24-1.09 

Radiant Bold Cond. (Lud) 12-2.85; 
14-2.51; 18-1.98; 24-1.60 

Radiant Bold Cond. It. (Lud) 18-1.92; 
24-1.45; 30-1.23 

Radiant Bold Extra Cond. (Lud) 14-3.3 
18-2.7; 24-2.07 

Radiant Heavy (Lud) 10-2.28; 12-1.99 
14-1.73; 18-1.33; 24-1.02 

Radiant Medium (Lud) 6-4.56; 8-3.57; 
10-2.83; 12-2.42; 14-2.07; 18-1.62; 
24-1.24 

Radiant Medium It. (Lud) 8-3.32; 10-2.6 ; 
12-2.26; 14-1.96; 18-1.62; 24-1.22 

Raleigh Cursive (Allow for Swashes) (AT ) 
10-4.04; 12-3.28; 14-3.04; 18-2.36; 
24-1.78 

Record Gothic Bold (Lud) 12-2.178; 
14-1.869 

Record Gothic Bold It. (Lud) 12-2.178 
14-1.869; 18-1.487; 24-1.132 

Record Gothic Boid Extended (Lud) 
6-3.196; 8-2.408; 10-1.954; 12-1.736; 
14-1.455; 18-1.140; 24-.853 

Record Gothic Bold Extended It. (Lud) 
12-1.693; 14-1.443; 18-1.118; 24-.834 

Record Gothic Cond. (Lud) 6-4.6; 8-3.67; 
10-3.13; 12-2.87; 14-2.44; 18-1.93; 
24-1.51 

Record Gothic Cond. It. (Lud) 12-2.948; 
14-2.496 

Record Gothic Extended (Lud) 6-3.288; 
8-2.533; 10-2.085; 12-1.781; 14-1.507; 
18-1.179; 24-.905 

Record Gothic Extended It. (Lud) 
12-1.772; 14-1.513; 18-1.179; 24-.898 

Record Gothic Medium Extended (Lud) 
6-4.071; 8-3.109 

Record Gothic Thinline Cond. (Lud) 
24-1.569 

Recut Bodoni—See Bodoni Recut 

Regal & It. (1) 5-4.; 514-3.68; 61-3.31; 
62-3.19; 7-2.94; 81-2.8; 82-2.68; 9-2.56; 
10-2.45; 12-2.04 

Regal No. 1 & It. (1) 5-4.07; 6-3.26; 7-2.97; 
8-2.85; 9-2.64; 10-2.43; 12-1.99; 14-1.7 

Regal No. 1 & Bold (1!) 5-4.; 6-3.31; 7-2.94; 
8-2.8; 9-2.56; 10-2.45; 12-2.04; 14-1.78 


Regal No. 1 Bold (F) 8-2.85 
Regal No. 1B Teletype & Futura Bold 


No. 2B (1) 8-3.09 


Regal No. 2 & It. (1) 514-3.65; 6-3.11; 


7-2.9; 8-2.73 


Regal No. 2 & Bold (1) 514-3.68; 6-3.05; 


7-2.94; 8-2.68 


Reiner Script (A/C) 18-3.33; 24-2.8; 


30-2.48 (small), 2.08 (large); 36-1.83; 
48-1.33; 60-1.10; 72-.90; 84-.79; 96-70 


Rex & It. (1) 5-3.88; 6-3.45; 7-3.32; 744 3.; 


8-3.; 10-2.53; 12-2.13; 14-1.85 
(continued in future issues) 





13,000 buyers 
of art, 
design, 


photo, 
Place yourself in Art Direction’s Buyers Guide. graphic arts 


It’s been the buyers’ standby for the past ten years 
because its almost 2500 listings are classified by ® 
specialties, making it easy for the buyer to find just services 
the talent or service he’s seeking. There are 257 e th 


categories and new ones will be added if necessary. 
Art Direction’s Buyers’ Guide is your best, most 


economical way to reach the most key buyers in 1th Annual 


any of the country’s 40 major art markets. Classi- 


fied listings are as low as $1.75. . o 
Here’s a good way to reach an up-to-date list Buyers Guide 
too, because Art Direction’s list is updated every 


month, reaching new buyers as well as old, and published by 


no matter what their job title—advertising man- 


ager, sales promotion manager, art director, com- * ry 
pany artist, vice president in charge of marketing, Art Direction 
photographer, designer, editor, production man- 

ager, purchasing agent—these are just a few of the _ 

many job titles covered as a result of 10 years of 

building this directory. You'll reach your pros- 

pects in companies, agencies, studios, publications, 

printing plants—wherever there are art buyers. 


Do it now... 


Fill out the order form on page 2 of this form now. 
To get your share of the business, tell them who 
you are, where you are, what you do. 


Deadline for listings is October 16, 1961. 
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instructions 


Classified listings 

(see listings 1 to 251 on next page) 
For: agencies, artists, photographers, 
art suppliers and manufacturers, 
graphic arts firms. Also, studios adver- 
tising specialized services. 


Each classified listing is $2.50. For 5 
or more listings, each listing is $2.00. 
For 10 or more listings, each listing is 


$1.75. 


2. Each classified listing is 3 lines. First 
line is name and telephone number. 
Second line is address. Third line 


3. Use order form below, type cor 
print. If ordering more than one lis:- 
ing with third line copy, specify listi: 
number for each third line. ' 
4. Order as many listings as you war «. 
Use your letterhead if more space s 
needed. 





is advertising copy and is optional. 2S 00 Gee Gndns Saas 
Third line copy cannot exceed 45 


1. There are 251 separate classified ; d 
characters including spaces. 


listings. 











2. See sample listing. You may, in one 
or two words, list artists’ or photog- ple repr 
raphers’ media, subject, technique. 


Representative’s listings 
(see listings 252-254 on next page) 





For: representatives of artists, photog- Don Arthur “MO 7-576 
raphers, copywriters. 3- Listings are $2.50 for your name, 626 E. 38th St., N.Y.C 


address and phone, and $2.00 for each 


1. List your artists, photographers, 
talent name listed. 


copywriters on your letterhead. 





Complete the order form. 


Studio listings 






(see listings 255-257 on next page) 2. List your art or photographic services on your letterhead. 
For art or photographic studios ad- 3- Listings 255-257 aré $7.50 each. 
vertising all their services in a single 4. You may also order one or more classified listings numbers 1 to 251. 
listing. 
This is « sample studio listing: i, i ee © oe OTHER SERVICES 
Ab-het AM 54496 } z architectural renderings 
“ * * “* ** * 


-_ * * 


217 North B’way; Wichita 2, Kansos 


order form ART DIRECTION - 19 W. 44th STREET, N. Y. 36 - YUkon 6-4930 


Yes, J want to be listed in the January 1962 issue in the 11th Annual Buyers’ Guide, as follows: 


ale ede I I oa sic sexu name tdeaeweamesesadeits 
For 10 or more listings, each listing is $1.75. 


Classified listings 1 to 251 
For 5 or more listings, each listing is $2.00. 


Representative’s listings [5 252 art....[1) 253 copy...) 254 photography... ............ 
$2.50 for representative plus $2.00 for each artist, photographer, copywriter listed. 


Studio listings [5 255 art... 256 photography....0) 257 copy....at $7.50 each ¢............. 
EE 


IMPORTANT! 
REMITTANCE MUST 
ACCOMPANY ORDER 







NAME ADDRESS 





Print exactly as you wieh it to appear in Buyers’ Guide 








TELEPHONE 





CITY ZONE STATE 















See Nos. 1-251 


so aanaih Srd line copy for classified listings, cannot be over 45 characters 























Number Your advertising copy for 3rd line listing Number Your advertising copy for 3rd line listing 
Number Your advertising copy for 3rd line listing Number Your advertising copy for 3rd line listing 
Number Your advertising copy for 3rd line listing Number Your advertising copy for 3rd line listing 
252-257 (List your artists, photogs, copywriters, services on your letter! od) 
Number Your advertising copy for 3rd line listing — 





DEADLINE FOR LISTINGS IS OCTOBER 16, 1961. DON’T WAIT. GET YOURS IN NOW. 
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55-25 
Cor 
incl 

ART § 

S. {List any o 

ing on of 
letterhead) 

O creative 

O service 

OD ornval re 

0) trochure 

0 cortoons 

a) Cosign 

D direct mi 











Att Di ection 


uSsT 
)RDER 


category index 





i } 
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advertising design 
advertising strips 
airbrush 

airbrush renderings 
annual reports 
architectural rendering 
art directors, consultant 
book jackets 
booklets, direct mail 
Bourges technique 
cor cards 

cartoons 

catalogs 

charts 

color separations 
comic books 
continuities 

displays 

exhibits 

fine art for industry 
greeting cards 

ideas 

interiors 

labels 

layouts 

letterheads 

mops 

mechonicals 

oil painting 
package design 

pen and ink 
pharmaceutical design 
point-of-sale 
portraits, painting 
posters 
presentations 
product design 
props 

record albums 
editorial art technique 
scale models 
scratchboord 
sculpture 

spots 

stock art 

trade marks 

trade publishing art 
wash drawing, b/w 
watercolor 
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LLUSTRATION 


aeronautical 
animals 
automobiles 
biblical 
characters 
chemical 
children 
children's books 
decorative humorous 
fashion & style 
figure 

furniture 
general 
historical 

home furnishing 
humorous 
industrial 
interiors 
landscape 


251, classified listings: listings 1 10 251 


marine 
medical 
product, still-life 
props 
shoes 
sport 
still-life 
story 
stylized 
symbolic 
technical 


LETTERING 


alphabets, designed 
illuminated lettering 
LeRoy lettering 
lettering 

caste-up alphabe’s 
paste-up color sheets 
paste-up shading film 
photographic composition 
photo, film, process 
photographic variations 
planotype lettering 
Varigraph lettering 


SSSSBLRARESKSS 


RETOUCHING 


carbros 

color toning 
dye transfer 
fashion 
Flexichrome 
Fluorographic 
industrial 
photo, b/w 
photos, color 
products 
technical 
transparencies 


animation 

art 

cartoons 

direct color prints 

film production 

hot press 

lettering 

lettering, photo 

props 

slides 

. story boards 

115. titles 


SUPPLIES 


116. acetates, overlays 

117. adhesives 

118. air brushes 
animation colors 
artists brushes 
books 
Bourges materials 
bristol boards 
canvas 
charcoal & pastel papers 
colored papers 


ore $2.50 each. 


127 


128. 
129. 
130. 
131. 
132. 


crayons and chalks 
drafting supplies 
drawing instruments 
erasers 

fixatives 

fluorescent materials 
fluorescent paper 

hand lettering sheets, etc.’ 
illustration boards 

inks 

lettering templets 
manufacturer 

masking inks & opaques 
negative opaques 

office supplies 

oil colors 

pads, blocks, sketch books 
polettes 

pastels 

pencils 

pens 

picture frames 
retouching materials 
retail art stores 

sketch boxes 

slide rules 

watercolor materials 


PHOTOGRAPHY 


cerial 

animals 
antique arms 
orchitectural 
birds 

cats & dags 
children 

color 
consultants 
editorial 
experimental 
fashion 
general 

human interest 
illustration 
industriai 
interiors 
landscapes 
location 
magazine photography 
murals 

photo agencies 
photo-reporting 
printons 
products 


props 

publicity 
reportage 

slide films 

stereo 

still life 

stock photos 

trick photography 


PHOTO REPRODUCTION SERVICES 


Anscochrome processing 
b&w prints in quantity 
carbros 

color assemblies 

color prints in quantity 


color separations 

copy of artwork 
duplicate transparencies 
dye transfer prints 

dye transfer prints, giant 
Ektacolor 

Ektachrome processing 
enlargements 
Flexichrome 

montage 

mural color transparencies 
photocomposing 
photocomposing on 
transparencies 
photomurals 

reprodupe 

reprodye 
reproportioning 
screened veloxes 

slides 

strip-ups 

35mm negs. & positives 
transporencies 
tronsporency art 

type “"C’* prints 
viewgraph slides 

color film strips 
cclorstats 

copy prints 

ozalids 

ozochromes 

photostats 

photostats on acetate, in 
opaque black or white 
visvalcast slides 


GRAPHIC ARTS 


acetate proofing 
advertising presentations 
ad pre-prints 

bindery 

display manufacturers 
envelope manufacturers 
grovure plates, printing 
industrial comic books 
lithography 

paper merchants 
photoengrovings 
photogelatin printing 
printers, letterpress 

silk screen printers 

type direction 

type foundry 
typographers, A.T.A., N.Y. 
typographers, 
typographers, machine 
typography, old fashioned 
typography, photo 
Varityping 


OFFICE SERVICES 


employment agencies 


248. messenger service 


ART SCHOOLS 


schools 


AGENCIES 


mode! 
talent 





2-254: representatives’ listings Listings 252, 253, 254 are $2.50 each, plus $2.00 for each artist, photographer, or copy- 


writer listed. Complete the order form and list your artists, photographers or copywriters on your letterhead. 


ARTISTS’ REPRESENTATIVES 252 COPYWRITERS’ REPRESENTATIVES 253 


PHOTOGRAPHERS’ REPRESENTATIVES 254 





5-257: studio listings Listings 255, 256, 257, are $7.50 each regardless of number of services listed. 


Complete the order form and list your services (see below) on your letterhead. Data under ‘‘Other Services’’ is limited to 60 characters, 


including spaces. 
ART STUDIOS 


(List any or all of the follow- 
ing on order form or your 
letterhead) 

O creative 

0 service 

QO conval reports 

O trochures, folders 

0 cortoons 


CD illustration 
0 layout 
C lettering 
0 mechanicols 
D packaging 
CD posters 
(0 presentations 
5 retouching 
0 TV ort 
(other services) 


256. 


At Di ection / The Magazine of Creative Advertising / August 196) 


PHOTO STUDIOS 
(List any or al! of the follow- 
ing on order form or your 
letterhead) 

DO children 
(0 fashion 
D0 food 

CD illustration 
(CO industrial 
C interiors 


DD location 257. 


0 motion pictures 
D product 
CD reportage 
C slide films 
C) stili life 
Oj tv 
(other services) 


COPY sTUDIOS 


(List ony or all of the follow- 
ing on order form or your 
ietterhead) 

catalogs, folders 

direct mail, inserts 

sales promotion 

ads, commercials 

print and air copy 

publicity, P.R. 

dealer cids, letters 

product literature 

presentations 

newsletters, reports 

annual reports 

soles training 

copy—contact serv. 

(other services) 


29 





WRITE FOR IT 











IT’S FREE 


TO ART DIRECTORS AND ADVERTISING 
AGENCIES 


The nation’s foremost guide to the purchase 
of quality professional photography, pub- 
lished exclusively by the Professional Pho- 
tographers of America, Inc. 


— 


CHOOSE A 
PROFESSIONAL 
PHOTOGRAPHER 


A listing of over 6500 names and addresses of 
professional photographers in the United States 
and Canada. Each photographer listed is keyed 
according to his specialty. Now you can select 
the professional photographer to do the right job 
for you anywhere — anytime. 


pl PHO; 
@B 


S 
“a 
“” 
— 
oe 
c=) 
« 
o 

a 


C-SuzHdvs 


MN 


RS 
@ 


MER\G® 


DIRECTORY INCLUDES =a photographer for every need 
... Aerial © Animal ¢ Architectural * Biological © Com- 
mercial © Conventions and Banquets * Direct Color ¢ En- 
largements * industrial © Illustrative * Legal * Marine * 
Microfilming *® Motion Pictures ® Photomicrography * Pho- 
tomurals ¢ Portraits *® Quantity Prints °* Scientific and 
Technical © Slide Films ©* Stereo Slides * Stock Photos * 
Theatrical 


PROFESSIONAL PHOTOGRAPHERS 
OF AMERICA, INC. 


152 WEST WISCONSIN AVENUE 


MILWAUKEE 3, WISCONSIN 





... The First and original Flapping system 


At ASTI no more S> cutting 


no more measuring 


no more glueing 


you'll flip over 





PRE-CUT and MATCHING: 


» FLAPS (with pressure sensitive strip) 
>» ILLUSTRATION BOARDS 

>» MATS and 

>» ENVELOPES 


Strip off the pressure sensitive tape from the 

pre-cut flap, attach to pre-cut Hi-Art illustration 

board and the artwork is flapped. The flap, mat and 
envelope are made of excellent quality cover stock. 

Three standard sizes, three different flap colors. Board 
available in 2 thicknesses, three different surfaces for every 
use. Mats come in the 3 matching colors plus white. 

At your art materials dealer, now! 





SSSSHSSSSSSSSSSSSSSSSSSHSSSSSSSSSSSSSSSSSSETCSSSSESSSESSSESEEESE 


NATIONAL CARD, MAT and BOARD COMPANY 
4318 CARROLL AVENUE, CHICAGO 24, ILLINOIS 


SEND FLIP-FLOP-FLAP INFORMATION: 


Nene 

Company —___ 

Address sinstooiin 

City peamnnenssenin —_ 3 pitaingl a a 


SOSOSOSSSSSSHSSSSSSSSSSSSESSSHSSSSSSESESHEESHSESSESSEEEESEBEED 


Recccccccccscccee® 








we sell color... 

dye transfer prints 

at Langen & Wind 

420 Madison Ave., N.Y.C. 
PLaza 2-0424 JV 








THE | UNIT 


a PLACEMENT SERVICE 
FOR COMMERCIAL ARTISTS 


MUrray Hill 8-0540 


PROFESSIONAL PLACEMENT CENTER 


MEW YORK STATE EMPLOYMENT SERVICE 


AVENUE 
NEW YORK 22 








painting, design, TV art, 
sculpture, life drawing, 
illustration, fashion, 
cartooning, lettering, 
technical illustration, 
typography, paste-up. 


school of 


VISUAL 


209 E. 23 St.,N.Y.10 








MU 38-8397 catalog D 





booknotes 


(continued from page 24) 


MAX ERNST. Museum of Modern Art. Distribut: 
by Doubleday & Co. $2.50. 


This 63 page, 814” x 814” paperba , 
edited by William S. Lieberman, direct 
of MMA’s recent Ernst exhibition, p 
sents 50 years of the artist’s wo 
annotated and arranged chronologicai 
86 halftones, one in color. Ernst descri} 
his technical experiments: charts, a, 
printer’s proofs altered with inks a 
watercolors, surrealist paper collag ., 
decals and frottage (rubbing paper ; 
canvas against textures). Catalog a: 1 
bibliography of the exhibit, scheduled { 
Chicago’s Art Institute next summ 
complete the work. 


MONT-SAINT-MICHEL & CHARTRES. Her y 
Adams. A Mentor Classic. New American Libre y. 
75¢. 


Protesting our turn-of-century materi)l- 
ism and middle-class vulgarity, Adamis’ 
praise of 12th Century France and the 
Middle Ages serves as an anchor for his 
philosophy of history. 384 page paper- 
back includes a 4 page picture insert. 
In a foreword, Ernest Samuels, Professor 
of English, Northwestern University, 
hails Adams for recognizing that “the 
Religion of Beauty rested upon the laws 
of Biology.” 


ROMAN TYPES. Brown University Press. $1. 


Representative of the university’s Ann- 
mary Brown Memorial’s 15th Century 
printing collection, the pamphlet (18 
pages, 814” x 11” and first in a series) is 
designed for art pros. Sixteen facsimile 
plates show examples of the first 25 years 
of Italian printing. Series may be ex- 
panded to cover more aspects and periods 
of printing, typography and_ book 
illustration. 


HABERULE VISUAL COPY-CASTER. 6th Edition. 
The Haberule Co. $10. 


Newly revised quick character counter is 
printed in two colors, bound with 
734” x 834,” plastic binders, and lists over 
800 type faces in all sizes—4 to 48 point, 
alphabetized and grouped according to 
manufacturers—plus 29 actual specimens 
in caps and l.c. of the most popular faces. 
Included are 53 precision character sc:les 
with pica units for expediting count: of 
over 4,000 fonts. Yellow plastic ‘ype 
gauge has agate and 6 to 12-pt. scale: on 
one side and~ Elite and Pica typewr (er 
character counts and a 6” rule on he 
other. A useful tool for admen. id 
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FAST and EASY. Spray it on papers, 
plastics, photos, and ee stick to 
smooth surface—can be romneel ail 
put back many times. ' 

12 az. can only $1.69 
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CONTEMPORARY AMERICAN PAINTING & 
SCULPTURE. University of Illinois Press. $3.50. 


Works, biographies, pictures and com- 
ments of 118 painters and 37 sculptors 
(Aach to Zorach) make up this catalog 
of the College of Fine Arts and Krannert 
Museum Exhibition. An introduction by 
Allen S. Weller, College dean, explains 
modern art judging criteria. Altogether, 
a good reference source and “progress 
report” on art direction. Artists’ views 
on the arts today are revealing. 


STEICHEN THE PHOTOGRAPHER. Museum of 
Modern Art. Distributed by Doubleday & Co., 
$2.50. 


Foreword by Rene d’Harnoncourt, texts 
by Carl Sandburg (subject’s brother-in- 
law) and Alexander Liberman, Conde 
Nast AD. 80-pp. paperback, published in 
conjunction with MMA’s exhibit, in- 
cludes 55 of his famous photos, Grace M. 
Mayer’s biography, Steichen’s statements, 
awards, exhibits and reviews of his work. 


1 AM A LOVER. Jerry Stoll & Evan S. Connell, Jr. 
Angel Island Publications, Sausalito, Calif. $2.95. 
Stoll, San Francisco Art Festival wiriner, 
explores bohemianism in San Francisco’s 
North Beach section with an affectionate 
camera. Connell, author and editor of 
Contact, S.F. literary quarterly, supplies 
the title (from Sherwood Anderson), 
foreword and apt quotations from far 
and wide, which juxtapose nicely with 
the pictures. This is Stoll’s first book and 
the publisher's ‘first Contact Edition. 


HORIZON, May 1961. Vol. 3, No. 5. $4.50. 
($21.00 per year). 

130 pages, 15 articles include: An indict- 
ment of our vandalistic, quick-replace- 
ment civilization (Ugly American); a 
eulogy of romanticism, illustrated by 
16 artists (Romantic Revolt); abstract 
paintings by Kantor, Gierowski, Kier- 
zkowski and Lebenstein (About-Face in 
Poland); Ewing Krainin’s Isfahon photos 
(Evenings at the Bridge); Max Beer- 
bohm’s literary jokes; sketches by John 
Leech, Punch’s leading artist a century 
ago (Movies Make Hay with the Classic 
World). Other articles cover monument 
design, Jasper Johns’ beer can sculpture 
and Tony Duquette’s Camelot models 
and drawings. 
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Using cover papers 
to best advantage 


Going all out to create that all-important 
first impression, a business firm once 
adorned its annual report with white 
mink. 

Usually ADs’ budgets do not allow for 
mink. Instead, they choose good cover 
stocks where varied colors, textures and 
formations combine to give the finished 
piece beauty and distinction. 

The cover may be embossed, lacquered 
for additional wear, with special folds 
adding extra dimensions, metallic inks for 
new lustre, and mechanical bindings add- 
ing substance. The cover must be protec- 
tive, functional and invite readers inside 
the piece. 

There's no single “best” kind of paper, 
so correct weight and finish are largely a 
matter of tastefully fitting paper to job. 
The AD explores each grade’s potentials: 
colors, durability, strength, embossing 
qualities, finish attractiveness, feel, tex- 
ture and general impressiveness. 

He asks such questions as: Do color and 
finish express the quality I'm after—dig- 
nity, beauty, fashion, utility, ruggedness, 
daintiness? Should I use coated or un- 
coated? Is the paper sufficiently wear, 
tear and soil resistant? Will it break or 
cut through under embossing pressure? 
Withstand the strain of cord binding? 
Adequately hold staples, eyelets, glue or 
binding paste? Stand up under folding 
and scoring? 

While cover stocks print line work and 
all regular forms of printing, for best re- 
sults the printing technique must be 
adapted to a particular stock’s roughness. 
Surfaces can’t be too rough for smooth 
impressions, nor too smooth for handling 
resistance Not best for fine letterpress 
halftone printing, covers reproduce offset 
and gravure tonal values well. White ink 
on black or other dark-hued papers pre- 
sents a problem, which sometimes can be 
solved only by screen process printing or 
sizing first to provide a foundation for the 
second impression. 

Usually made from all-rag or chemical 
wood pulps, or mixtures thereof, with 
some grades using mechanical pulp, 
cover stocks come coated or uncoated, in 
a wide variety of grades, finishes and 
weights. Some better grades may be one- 
third rag with the furnish balance No. 1 
sulphite. 


finishes, color ranges... 

Some are decorated with an overall de- 
sign for novel appeal. Following the reg- 
ular papermaking procedure, involving 
slow-machine running to get good forma- 
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tion, the stock goes to roll embossers ap- 
plying special finishes. 

Most common cover finishes are: An- 
tique—Rougher finish than that normally 
used on bonds; predominant among cover 
stocks; Ripple—Dimpled, rippled sur- 
face effected by embossing roll; Laid— 
Ribbed appearance due to dandy roll 
wires being side by side instead of trans- 
verse; Wove—No laid or chain designs 
(such as antique wove). 

With the exception of antique and rip- 
ple, the color range of many cover papers 
is somewhat limited. Heavyweight text 
papers and postcard (bristol) stocks are 
sometimes substituted. 

Some covers are watermarked, others 
have double or colored deckles and du- 
plex formation. Special finishes include 
embossings, linen, leather, crash, fabric, 
corduroy and handmade. 

Coateds (b/w offset, letterpress and 
plain offset enamels) are bright whites, 
smoothly surfaced for reproduction fidel- 
ity and fine-line halftone printing con- 
trast, good for process color work and 
metallic inks; offset enamels, also avail- 
able in dull finish, are strong and offer 
good foldability. 

Uncoateds are principally antique fin- 
ish (resembling offset papers’ typical 
wove and smoothness), bright-white dec- 
orative grades, with colors ranging from 
b/w to brilliant purples, oranges and 
reds. Uncoateds (antique particularly) 
achieve impressive type, letter and line 
reproduction as well as solid “poster art” 
treatment. Uncoateds, geared for letter- 
press and offset, are brilliant whites add- 
ing type and halftone sparkle and sharp- 
ness, and have high opacity. 


grade differences... 

Here are some facts to remember about 
grades: 
S&SC—Heavier book paper, sized to pro- 
duce a suitable printing service, super- 
calendered to take halftone screens up to 
120 lines. For medium quality pieces re- 
quiring a halftone printing surface rather 
than coated cover smoothness, high-grade 
antique texture and strength (booklets, 
catalogues, etc.). Available in many col- 
ors, usually stocked in 50 and 65 lbs., in 
standard 20”x26”, 23”x35” and 25”x40” 
sheets. 
Plain Coated—Like coated book, only 
heavier, it is stronger than most coated 
bases; brilliant white color; higher fold- 
ability. It comes with either a glossy 
(most popular) or dull finish; some 
grades take varnish and lacquer and re- 
tain a smooth, mottle-free varnish surface. 
For quality printing in b/w or 4-color 
process, letterpress or lithography; re- 
produces 120, 133 or 150-line halftone 
screens in maximum detail. 


Covers can be laminated with aceta‘e 
film or cellulose or varnished or lacquer: 4 
to protect and strengthen them. Coate:'s 
are available in white, India and oth r 
colors, in 50, 60 and 65 and 80 Ib. weigh 
and in the same sizes as S&SC, plus 35 
46”. Color coateds (plain, heavy a 
cast) aren’t too numerous. Offset coate 
are extra strong for embossing and pl s 
tic and other mechanical bindings. T} 
possess excellent brightness, maxim 
surface uniformity and gloss-ink rec 
tivity. 

Heavy Coated—Made of a strong b 
stock and the strongest pulps, design 
for mechanical and regular bindin 
smooth, glossy, high-finish coatings 
suitable for offset and letterpress, varni 
lacquer, high gloss and metallic in 
Available in white and ivory in 10, 16a 
20-pt, thicknesses in same sizes as PI. 
Coated. Same qualities as Enamel bo 
only heavier and bulkier; suitable 
letterpress reproduction up to 150 li 
screen. 
Cast Coated—Exceptional gloss, smoo 
ness and ink receptivity. For high-qua! ‘ty 
b/w or multi-color printing without var- 
nishing, lacquering or cellophane lamina- 
tion; in 50 and 65 Ib. standard basic 
weights and .010-inch thickness in sizes 
like those for S&SC. 
Pasted Papers—Double or triple thick, or 
even 4 ply, these regular cover papers are 
strong, stiff, wear well when laminated. 
For long-life reference books; available 
in any combination of standard weights, 
with 2-ply papers usually stocked in 20”x 
26”—100 or 130 lbs. and 23”x35”—201 
Ibs. 
Metallic—Made with bronze, copper or 
aluminum powders, plain or embossed, 
CIS or C2S, or with a metallic coating on 
one side and a white coating on the other. 
Pyroxylin lacquer coateds require special 
inks that dry by oxidation only. Another 
grade, casein-sized or coated metallic 
papers, can be offset printed and can also 
use regular inks; drying is by oxidation 
and absorption. Basic weights are 80 and 
100 lbs., standard sheet sizes are the same 
as for S&SC, plus 35”x46”. 
Duplex—These pasted covers have differ 
ent finishes or colors on both sides. Most 
are colored or embossed on one side and 
white on the other and some have 2-color 
combinations. Leather-embossed papers 
have a rich appearance and may be 
cleaned. For booklets, brochures, com- 
mercial announcements, menus and 2 
sided cards. 
Specialty—Coated and embossed, cur 
able, some resemble leather or rawhide, 
some have a suede or velour finish on © 
side; others are mica coated or fluc’ 
cent flocked. Others are coated with ath 
soil, grease and moisture materials; s: 
(continued on page 82) 
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The poor wasp. AA YAN 
Maligned, hated, avoided, fearec 

Except by entomologists\pmd other wasps. 
Predictable, but unaccep ts ble. ) 
A social outcast. ee af 
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The female wasp is a worke e male is intellectual). 
She stings and zings. 
Storms and swarms. 
Buzzes and cuzzes (in wasp language). 


Makes paper; builds nests out of it. 

Been doing it for millions of years. 

In 1719 Rene Antoine Ferchault de Reaumur said so. 

After hearing the news, the wasps lived it up. 

So did the entomologists. 

Not the Chinese (they thought T'ss’ai Lun invented the stuff). 


Wasp paper is pretty personal. 
Made in the mouth. 
Talk about quality control! 


With us paper is a personal thing, too. 
Only Whiting-Plover paper craftsmen aren’t wasps. 


OUR POINT We take great personal pride in our craftsmanship. And craftsmanship is the result of 
long experience, dedication and training; a painstaking, step-by-step endeavor. Some people work 

at it a little harder than others. At Whiting-Plover we constantly seek ways to improve Plover Bond. 
And it isn’t easy. But some day it might be possible to make it better. 


These four original letterheads are examples of creative craftsmanship by artists, printers and fine 
papermakers. Printed, of course, on Plover Bond. Unmatched press performance—lies flat; defies curling. 
Plover Bond. Prideful result of the finest raw materials, the ultimate in craftsmanship and the 

purest papermaking water in the world. It’s visibly better. 
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PAPER COMPANY STEVENS POINT WISCONSIN 








Akron, Ohio....... The Alling & Cory Company Indianapolis......... The Chatfield Paper Cor; 
eer The Whitaker Paper Company Indianapolis. ...MacCollum Paper Company, |! 

























































































































Baltimore.......... The Baxter Paper Company Jackson, Miss.......... Central Paper Company 
Baltimore.......... The Paper Supply Company Jacksonville, Fla..Graham-Jones Paper Company “= 
Bethlehem, Pa..Wilcox-Walter-Furlong Paper Co. Kansas City, Mo.....Midwestern Paper Company é ‘ 
Birminghom.......... Jefferson Paper Company Kansas City, Mo...... Wertgame Paper Company Poedl pra, “Tc0 ; 
iid inckupenenat Zellerbach Paper Company Knoxville........ Louisville Paper and Mfg. Co. Portia aN: $ 
Ph ceoseseueseseed D. F. Munroe Company Lincoln, Nebr........ Western Newspaper Union Providendd 8 
Boston... .Warren L. Wheelright Paper Co., Inc. Little Rock.......... Western Newspaper Union Raleigh, N. = 
Bridgeport, Conn.....Geo. W. Millar & Co., Inc. Los Angeles......... Zellerbach Paper Company Redding, Calif....... ‘aper Company 
Bristol, Va.-Tenn........ Dillard Paper Company Lovisville........ Louisville Paper and Mfg. Co. RENO... .--- eee vere Zellerbach Paper Company 
A ccadsnccsas The Alling & Cory Company Madison, Wis....... General Paper & Supply Co. Richmond, Va..... B. W. Wilson Paper Company 
Burlington, Vt.....Vermont Paper Company, Inc. Madison, Wis.....Yankee Paper & Specialty Co. Roanoke, Va..........-. Dillard Paper Company 
Charlotte, N. C......... Dillard Paper Company PIG, cc vcccceanet Memphis Paper Company Rochester, N. Y.....The Alling & Cory Company 
ivictccsvececas Chicago Paper Company a ha, Wis.....Yankee Paper & Specialty Co. Sacramento......... Zellerbach Paper Company 
i scntncunssuddl Midland Paper Company i tccxsacovencnt E. C. Palmer & Company Saint Lovis.............. Acme Paper Company 
ee ee Moser Paper Company Milwaukee. ...... Allman-Christiansen Paper Co. Saint Poul... ..+..++++sseeeeeeee Leslie Paper i 
GREER. cc cccccccccces Reliable Paper Company Milwaukee. .... Dwight Brothers Paper Company nay nag Bree yee a Newhouse Paper Compony ie a 
Cincinnati...... The Chatfield Paper Corporation Milwaukee....... Yankee Paper & Specialty Co. Salt Lake City beocess Western Newspaper Union , 
Cleveland.......... The Alling & Cory Company I cinniisthinnsimaabicid Leslie Paper man Wan ences See Cages Sepa 
Columbia, S. C........ Palmetto Paper Company ans IIS tentanee Peper Canguny San Aatente bcvccesens Clampitt Paper Company 
BUR. cc cccovcsosces Clampitt Paper Comp Mi lis Wilcox-Mosher-Leffholm Co Sem BeagD... 000000 Zelierbesh Paper Company 
ieee... cd penal catia a a , . ee Zellerbach Paper Company 
: & Paper Company intgomery, Ala...W. H. Atkinson - Fine Papers i ckicredssncs Zellerbach Paper Company 
BE, «occ csacccvesci Jensen Paper Company EMER, Th... r000ene Newhouse Peper Company Shreveport........... Western Newspaper Union 
Ses Moines... «ces. Newhouse Paper Company Nashville.:........++- Clements Paper Company i icatcccssiad Western Newspaper Union 
Des Moines... .sscess Western Newspaper Union Newark, N. J...... J. B. Card & Paper Company Ren A, G Gin en iccccscs exact Leslie Paper George 
errr The Whitaker Paper Company New Orleans............+. Alco Paper Company South San Francisco. .Zellerbach Paper Company from C 
E. cncotecckaasee Weber Paper Company New Orleans............ A to Z Paper Company IE siitandccae Zellerbach Paper Company 
I cancsens Duluth Paper & Specialties Co. New Orleans............ Sam A. Marks and Co. Stockton, Calif....... Zellerbach Paper Company paper a 
Emeryville, Calif.....Zellerbach Paper Company New York......+... ba my Gant poms Syracuse, N. Y...... The Alling & Cory Company Me 
‘ walc 
or wa ween aoe ee i fe Wah, H. P. Andrews Paper Company ent seebeneseeeee pri se a la Be 
PDs cocccccecccccesccoscocccs Leslie Paper New Vork....+.sseeeee Duplicating Papers, Inc. — ia pha ashi ee: ——e charge 
MN cicdccscscakes Western Newspaper Union Now Vork....+000- M. M. Elish & Company, Inc. Meentnseonees Cutest Cpe Gapey been an 
Fort Wayne, Ind...... Taylor-Martin Papers, Inc. How VOIR. ...sccrceeeees Forest Paper Company Himbesneseees ae Caen Sage nee gold an 
Sed Wat... conan Cansit Peser Conceny Mr Wc iccsecncen Linde-Lathrop Paper Co. Topeka, Kans....... Midwestern Paper Company Detroit 
OS ESRI Zellerbach Paper Company Te Wie coccecsed Majestic Paper Corporation Trenton, N. J...... J. B. Card & Paper Company the 196 
Grand Rapids. .Solon & Gilhula Paper Company aw Ve ccscecsed Geo. W. Millar & Co., Inc. WEIR, occccssccccceseoss Tulsa Paper Company 3 gold 
Great Falls, Mont................ Leslie Paper New York........ Nelson-Whitehead Paper Corp. Be: GE. Toc ceccess The Alling & Cory Company award a 
Greensboro, N. C........ Dillard Paper Company CP Dis csvccvescctecsd Reinhold-Gould, Inc. Walla Walla......... Zellerbach Paper Company 
Greenville, S. C......... Dillard Paper Company New York... .n-eeeeeeeeees Ris Paper Company Washington, D. C...... Frank Parsons Paper Co. 
Harrisburg, Pa...... The Alling & Cory Company eT occccccnscad Royal Paper Corporation i dnnnswcennda Western Newspaper Union NY hea 
MerteG, Gattie . ccccecces Batt Paper Company New York............. Saxon Paper Corporation Wilmington, N. C........ Dillard Paper Company asks ex 
Hartford, Conn.....Elliot R. Vanderlip Co., Inc. Oklahoma City....... Western Newspaper Union Worcester, Mass... The J. C. Campbell Paper Co. The 196 
peccosesevcees Clampitt Paper Company seeccceceseeessWestern Paper Company Yokima.............Zellerbach Paper Company the Ney 
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Formerly art 
supervisor on 
Chevrolet news- 
paper and outdoor ads and head AD for 
Chevrolet cars and trucks at Campbell- 
Ewald Detroit, George Guido is now with 
Leo Burnett Chicago as supervisor in 
charge of special accounts. Guido has 
been an AD of the Year nominee, holds 
gold and silver medal awards from the 
Detroit and Chicago ADC shows and at 
the 1960 Detroit ADC exhibit he won 
3 gold and 5 silver medals, 1 umbrella 
award and the Best of Show award. 


George Guido 
from C-E to Burnett 


NY health exposition 
asks exhibit support 


The 1961 Health Exposition, a project of 
the New York City Dept. of Health in 
cooperation with Medical Society of State 
of New York, will be held at the Coliseum 
Aug. 18-27. Advertising and public rela- 
ons: men of industries associated with 


Art Dir 


public health are asked to support the 
show with exhibits. 

The exposition will feature a space 
medicine exhibit designed by Philippe 
de Rosier of Alamogordo, N.M. A stage 
set designer, this is his first exhibit 
project. Executed under the direction of 
Dr. Carroll P. Hungate, navy physician, 
it is 30 ft. high and 80 ft. wide, and con- 
sists of 3 big air-supported bubbles into 
which visitors go to see presentations and 
experience space vehicle “travel.” The 
exposition, which debuted in Kansas 
City, attracted 17,000 people the first day. 

Details are available from the NYC 
Dept. of Health, the state medical society, 
and Journals & Exhibits, 124 E. 40 St., 
New York 16, YU 6-0655. 


NY Type Directors The 1961-62 offi- 
elect Frank 2owers cers of the Type 
Directors Club are 


president Frank Powers, director of 
typography J. Walter Thompson Co.; vp 
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Edward Gottschall, editor Art Direction; 
treasurer Arthur B. Lee, Arthur B. Lee & 
Associates; recording secretary Herschel 
Wartik, Sutter & Wartik; corresponding 
secretary Joseph Armellino, BBDO; 
member at large Abe Versh, American 
Artists Group. Nominations committee- 
men were chairman Gustave Saelens, 
American Cyanamid; John Lord, Fair- 
child Graphic Equipment; Amos Bethke, 
Time Inc. 

The club recently added members Ted 
Bergman, MD Publications; Irv Werbin; 
Oscar Ogg; Wally Littman, Hicks & 
Greist; Lawrence J. Meyer, AD Shaller- 
Rubin Co.; Wilbur King; Martin Solo- 
mon: Robert Roche, Roche, St. Vincent & 


‘ Chew; Acy R. Lehman, Donohue & Coe; 


Zeke Ziner, Jordan, Sieber & Corbett; 
Kelvin J. Arden, New York University; 
Herbert M. Rosenthal; Jack Hough; and 
out of town member Martin O’Connor, 
Corning Glass Works, Corning, N. Y. 
Mrs. Beatrice Warde of Monotype Corp., 
London,was elected an honorary mem- 
ber. 


Photography in Fine Arts Ill 
at Minn. Institute thru Sept. 3 


Third edition of a project sponsored by 
the Saturday Review and organized by 
Ivan Dmitri opened at the Minneapolis 
Institute of Arts. The exhibit featuring 
140 photographs, 71 of them in color, and 
representing 122 photographers, coin- 
cided with the opening of the Minneapo- 
lis Institute’s new photographic center. 
Photography in the Fine Arts I and II 
were held at the Metropolitan Museum 
in New York. These shows are now tour- 
ing. Exhibit III will be traveled after the 
Minneapolis closing. 

Entries for Exhibit III were solicited 
through Professional Photographers of 
America, American Society of Magazine 
Photographers, National Press Photogra- 


39 








phers Assn., and Photographic Society of 
America. Photographs collected by PSA 
were screened by a panel headed by Nor- 
ris Harkness, PSA past president. Another 
panel of judges chaired by Carl J. Wein- 
hardt, Jr., director of the Minneapolis 
Institute, qualified entries from the upper 
midwest. 

Final judging, for “esthetic level and 
emotional impact,” was conducted by 
jurors chaired by James J. Rorimer, direc- 
tor Metropolitan Museum of Art. The 
judges were E. A. Adams, director Art 
Center School; Adelyn D. Breeskin, direc- 
tor and curator of prints, Baltimore 
Museum of Art; photographer Anton 
Bruehl; Leslie Cheek, Jr., director Vir- 
ginia Museum of Fine Arts; Bartlett H. 
Hayes, Jr., director Addison Gallery of 
American Art, Andover; Bryan Holme, 
director Studio Books; A. Hyatt Mayor, 
curator of prints, Metropolitan; Perry T. 
Rathbone, director Museum of Fine Arts, 
Boston; and Weinhardt. 


Splitting the image Blue, red, white 

and black lights 
projected on model's face make a star- 
tling Picassolike illustration for Croton 
Watch headline, “Gift for the six women 
in your wife.” The color strip idea does 
double duty—the Colorama VI watch 
comes with 6 case covers and matching 
straps. 

Credits: AD Irwin Goldberg, Lawrence 
C. Gumbinner agency. AE/copywriter 
Sy Ethan. Photographer Erwin Blumen- 
feld. Model Dodi Lynn. Reproduction 
from a C print, 4 color process engraving, 
Wilbar Photo-Engraving. Type, News 
Goth. B., Modern Ad Service. 
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Toughly competitive 
with a sense of humor 











ne Ee NT To eR  PEUREOT 3 


B/w Peugeot spread isn’t afraid to show (top left 
spread) competition as well as mention it: “You had 


good sense to buy a Volkswagen (or a Renault or a Fi 


Now you're ready . . 


.”. By the way, the VW “think small” concept was origina‘e 


by the Peugeot copywriter when he was the VW copywriter at DDB. This Peug 
ad is Papert, Keonig, Lois’ first national ad for their client, who was so happy w 
it he threw a champagne party for the creative team. ‘““T'remendous” response 
brochure offer made in small type line at bottom—reported. 

Credits: AD George Lois, PKL. Copywriter Julian Koenig. Photographer C: 
Fischer. Head, Frankl. Goth., body, News Goth., Composing Room. 





i on the First biggest 


of her heroic son 


New AD Wil- 
liam A. Cadge 
has given a new look to Redbook, its first 
b/w cover photo in 58 years. President 
Kennedy and daughter Caroline were 
photographed by Richard Avedon. The 
new sans serif logo is in blue and-color 


Redbook’s b/w face 


matched by title line on the spine and 
underscore rules separating features 
listed on the cover. Cadge recently moved 
to Redbook after 3 years at McCall’s 
where he was asst. AD. 


NY Artists Guild At the annual meet- 


elects officers ing AG named free- 
lance artist Harold 


Doremus 2nd vp; consultant AD/design- 
er Robert MacDonald treasurer; M. Gel- 
gisser Studio manager John T. Garatti 
president; BBDO illustrator James A. 
Ernst Ist vp. MacDonald is past pr¢si- 
dent. The guild holds its next meeting 
Sept. 11, 7:30, at Society of Illustrators. 
Guests are welcome. 
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Adapting radio Sound of the Ronson 
to print electric shaver makes 

the theme of new 
campaign. This first b/w ad in the series 
uses type importantly for design and 
“color.” 

Credits: AD George Lois, Papert, 
Koenig, Lois. Copywriter Julian Koenig. 
Photographer Carl Fischer. Head, Frankl. 
Goth. Cond., and Grot. No. 9 in paren- 
theses; body, Cent. Exp. Ital., Composing 
Room. 


Show Maga- 
zine AD Wolf, 
former AD of 
Harpers Bazaar, will conduct an evening 
course in design and production of a 
magazine for SVA. Wolf, who holds many 
awards, has been AD of Esquire, and has 
served as chairman of the AIGA maga- 
une clinic and of the New York ADC’s 
38th annual show. 


Henry Wolf added 
to School of Visual Arts 


AIGA design labs 
directed by Alexey Brodovitch 


Two professional experimental work- 
shops in concepts and execution of design 
and photo journalism will be conducted 
this fall by consultant designer Alexey 
Brodovitch in a 10 week course sponsored 
by AIGA. Guest critics will include 
Richard Avedon, Irving Penn, Robert 
Cato, Hiro, David Attie, Bob Gage, Art 
Kane, Paul Rand and others. Classes, 
limited to an enrollment of 25 each, will 
be held Tuesdays and Wednesdays, 7 
p-m., beginning Sept. 19 and 20, at AIGA, 
i059 Third Ave. (62-63 Sts.). The course 
is $125 for 10 sessions, and 1 night attend- 
ance may be available at $15. 

AIGA is moving to Third Ave. about 
the first week in September. The new 
location affords larger gallery space and 
meeting rooms. Until the move, details 
and registration for the design labora- 
tories are available at AIGA, 5 E. 40 St., 
MU 3-3568. 


A different baby Unique baby photo 
also models prod- 


uct, Chix Baby Panty. This b/w con- 
sumer ad is one in series all using a large 
catchy photograph and similar layout. 
Credits: AD Leonard Sirowitz, DDB. 
Copywriters Mary Wells, Paula Green. 
Photographer Horn/Griner. Head, Cent. 
B., body Cent. Ext., Type Craftsmen. 


Creativity on Paper 
judges announced 


Four nationally known designers will 
select award winners in Art Direction 
Magazine’s Creativity on Paper contest. 
The 4 judges are consultant AD/designer 
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Gordon Aymar, Noroton, Conn.; design- 
er Mortor Goldsholl, Chicago; Noel 
Martin, Cincinnati Art Museum; con- 
sultant AD/designer Bradbury Thomp- 
son, Riverside, Conn. The competition 
awards will be decided on the basis of 
creative use of paper in the overall design 
concept and the execution of that con- 
cept. Certificates of Design Distinction 
for Creativity on Paper will be awarded 
to the designer and to the client of each 
winning entry. 

The show will be featured in the Octo- 
ber issue of Art Direction and will be 
exhibited in New York during Novem- 
ber. Later it will be made available as a 
travelling exhibit. 


There’s a lot of especially in a coffee 
coffee in Mexico warehouse, where this 

ad was shot. This 4 
color newspaper insert in Y&R’s Hi Fi 
technique. To achieve this design and 
technical competence for campaign theme 
“good coffee and plenty of it”, 3 transpar- 
encies of main illustration were stripped 
together, and a dye transfer made. Prod- 
uct photos were photo composed into 
scene. Newspapers printed type from 
mats supplied separately. Same over- 
whelming coffee effect was retained by 
all papers, since Hi Fi wallpaperlike de- 
sign is plotted to allow for newspaper 
printing, cutting and slippage. 

Credits: AD Richard Olson, Y&R. Pho- 
tographer Art Kane. Copywriter Joe 
Giordano. Agency PM Lou Greenwood. 
Type, Frank. Goth., Chris Olsen Typog- 
raphy. Preprinted rolls of 25-30,000 ft. 

(continued on page 48) 
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a WHAT’S NEW...WHAT’S BEST 


Art Direction’s critic panel watches direct mail, displays, illustration, photograp 


packaging, newspaper ads, consumer and business magazine ads, posters, TV 
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1) Contrast to the nth degree 
One editorial photograph in color port- 
folio for men’s fashion section exemplifies 
the section’s impact with one-shots that 
combine out of focus closeups with sharp 
focus product in background. Shot in 
Bahamian island of Eleuthera this pic- 
ture frames product by having model 
stand in back of open window frame. 
Credits: AD Al Greenberg, Esquire. 
Photographer Art Kane. 





2) Color swatches key 

watercolor paint tubes in redesign of line 

for Bocour Artists Colors. Inverted water- 

drop design identifies colors in 36 tubes. 
Credits: Designer Arnold Shaw. 


3) Block design 
tells children what’s inside this red, yel- 
low and blue on white package of Magic 
Playhouse Blox. 

Credits: Designer Porter & Goodman, 
Los Angeles. Artist/designer Allen Por- 
ter. Photographer Seymour Rosen. Type- 
face, Lat. Wide, modified. Printed letter- 
press. 
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4, An old hand’s fresh look 
F litorial painting in simple bold com- 
position and dramatic use of vermillion 
and cobalt blue, with large areas of 
cream, spotted in white, yellow, purple, 
fer fiction spread. 

Credits: AD Otto Storch, McCall's. 
I} ustrator Al Parker. Type, Latin head, 
C:.elt. B. body. 


5) Good enough to show 
A: exhibit arrangement of Tessera/Arm- 
st.ong Vinyl Floors is a full page color 
ac appearing in both general and trade 
books, integrates stopperism with prod- 
uc: story while skipping copy. 

Credits: AD Suren Ermoyan, BBDO. 
Photographer Horn/Griner. 


6) Tight crop, oversize illustration 
dramatizes a simple situation while losing 
none of photograph’s believability and 
beauty. This color spread in corporate 
campaign for Olin Mathieson chemicals 
division emphasizes chlorine. 

Credits: AD Bob Gage, DBB. Pho- 
tographer Wingate Paine. Copywriter 
Phyllis Robinson. Head, Cent. School- 
book B. ATF; body, Cent. Schoolbook 
Lino; Provident Typographers. 


7, 8) 2 loves 
among many in color portfolio for maga- 
zine article by Mary Parrish, “All the 
Love in the World.” 

Credits: AD Otto Storch, McCall’s. 
Photographer Onofrio Paccione. Type, 
Garamond Light Italic. 


9) Corrugated coasters 
Sixteenth century Italian and German 
drawings are printed on 4-color discs 
which are packed in a handsome hexa- 
gonal folding carton. The package was a 
promotional item for corrugated board 
and was distributed at the national brew- 
ers show. 

Credits: AD Ralph Eckerstrom, Con- 
tainer Corp. of America. Designer Massi- 
mo Vignelli. 


10) Timely recall 

Current Coca-Cola poster ties long stand- 
ing theme (“refresh”) in a new applica- 
tion to seasonal photograph. 

Credits: AD Frank Baker, McCann- 
Erickson. Copywriter Roger Purdon. 
Photographer Richard Beattie. Models 
Ali MacGraw and John Davidson. Hand 
lettering. 


11, 12) Double duty display 
projects on one side a general message 
for prescriptions, on the other a specific 
for Dayalets. Graphic techniques as well 
as message and tone contrast. 

Credits: Designer Norman Perman, 
Chicago, for Abbott Laboratories. AD 
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Charles Walz, Jr. Art (food sculptures 
on Dayalets side), Perman and Henry 
Rox. Photographer Morton Shapiro. 
Copywriter Robert Beine. Typesetter 
Runkle-Thompson-Kovats. Printer Cadil- 
lac Printing. 
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13) Airline mailers to travel agents 
ippropriately use graphic themes of far 
»laces but tied to profit motive. All are 3D 
tandups but mailed flat. Qantas’ 9-faced 
.ccordion fold in black 100 Ib. Weycroft 
1as tipped on colorful “travel stamps” 
‘hich also appear in publication adver- 
ising. Venus Med. head. 
Green, white and black kangaroo of 
ply Potlatch holds a blue booklet in its 
ouch to tell sales message. Booklet, of 
) lb. Wove offset, has Venus B. Ext. and 
ent. Schoolbook types. 
Blue, black and white London Bridge 
‘ Double Thick Hammermill Cover. 
ype, Fortune B. and Ext. B. heads, and 
enus Med. Ext. body. 
Credits: Ad John Flack, Cunningham 
§ Walsh San Francisco. Artists Bob Coom- 
ler for accordion fold, John Lichten- 
\.alner for the other 2. Copywriter Fred 
Manley. Typographers Reardon & Krebs. 
Printer Williams Lithograph Co. 


14) Traditional + contemporary 
The feeling of typical Japanese art com- 
bines with modern ad layout in point of 
sale display for Japan Air Lines. Banners 
are hung on horizontal suspension beam 
available in various lengths. “Rock” base 
units are used in combination with the 
banners or separately supporting reprints 
of ads and examples of native crafts. 
Credits: AD/designer Jerry Huff, Bots- 
ford, Constantine & Gardner, San Fran- 
cisco. Artists Max Landphere & Associates. 
Silk screened by Conderback Displays. 
Type, Chelt. B. Ext. Cond., W. H. Price. 
Orange, red brown, black-gray-pink. 
Standard poles, 80 Ib. stock, heavy chip 
board bases. 


15) A tv story 
Peter Pan bathing suit commercial tells 
in simple action photography and little 
copy the search for and successful finding 
of “the perfect figure.” Camera follows 
model’s running bare legs, her kick-up 
of box, and putting on of suit. Simple 
closeup of suit on the model while she 
fastens straps, etc., then turns and walks 
away as logo flashes on screen. 

Credits: AD Joseph Nissen, producer 
Martin Landey, Altman-Stoller. Produc- 
tion company Elliot, Unger & Elliot; pro- 
ducer/director Sol Ehrlich, cameraman 
Michael Nebbia. Type, Bod. Book, 
Empire. 


16) TM for paper supplier/mtgr./printer 

Diamond Natl. Corp. is heavily involved 
in wood and wood pulp products, owns 
forests, printing companies, etc. Trade- 
mark, in black, red, blue and white tells 
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a me . 


. Ree, Plummer is moving to 
Plummer is moving to 3 East 57th Street 


3 East 57th Street 


on June 1st 


Plummer 


To 


Fifth Avenue at 57th Street 


on June 1st 


iTp 


Fifth Avenue at 57th Street 


DIAMOND NATIONAL CORPORATION 


the story in new image to overcome old- 

time match company identification. 
Credits: Designer Seymour Robins Inc. 

Type, Microgramma, Composing Room. 


17, 18) Small space campaign for a move 
Series of newspaper ads combine photog- 
raphy and cartoon to announce move of 
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retailer of fine china, crystal, silver. Movy- 
ing man character appears each time with 
a different piece to which he reacts with 
humor, anger, nonchalance, or .. . etc. 
Credits: AD Arnold Krigsman, Myers, 
Anderson & Strong. Cartoonist Birger 
Roos. Photographer Fred Gideon. Stand. 
Med. head and body, with body screened, 
Royal Typographers. . 
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(continued from page 41) 


supplied to newspapers (which could 
then back up) printed by Marathon Div., 
American Can Co., Menasha, Wis. Cylin- 
ders and color separations, Intaglio Serv- 
ice Corp. 


Pieter Brattinga 


Paul R. Smith 


Pratt promotes Brattinga, Artist/ 
names Smith designer / 

ecritie< 
Pieter Brattinga Jr., formerly with Steen- 
drukkerij de Jong & Co., lithographers 
of Hilversum, The Netherlands, has been 
appointed professor of art and chairman 
of the Dept. of Advertising Design at 
Pratt Institute. Paul R. Smith, senior vp 
Ellington & Co., has been named special 
consultant to the department. Brattinga 
has been a visiting professor and lecturer 
in typography at Pratt for the past year. 
Smith, who holds AD, art and advertising 
awards, has headed his own agency as 
well as serving as a top creative and 
executive officer with Grant, and with 
Fletcher Richards, Calkins & Holden. He 
is a member of the New York ADC, So- 
ciety of Illustrators, and other organiza- 
tions. 
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ASL-Pocket Books Prizewinning paintings in the 8th annual Art Students 
cover contest winners League cover contest, sponsored by Pocket Books, for siu- 
dents of Frank Reilly's classes, are, from left, 3rd_ prize 

painting by Robert Kelsey, Freehold, N. J., $50; Ist prize, Michaei: Cotter, New 
Rochelle, N. Y., $200; and 2nd, Louis De Donato, Woodside, L. I., $100. Cotter’s 
painting will be used_on the cover of Mika Waltari’s historical novel, The Secret 
of the Kingdom. This marks the first time Pocket Books has submitted an historical 
novel and an important book on their spring list. Earlier subjects had been westerns. 
The contest to develop new talent for PB was judged by Freeman Lewis, exec vp, 
Sol Immerman, AD/vp, and Reilly. Immerman reports at least 6 good illustrators 
are found each year and contest winners often do Pocket Book covers in succeeding 


years on commercial basis. 


TAK 


Three samples 
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STORKLINE 


Symbols—simple, 
high style, ‘way out’ of possibilities in 


company _trade- 
marks and logotypes. All recent designs, 
their applications vary from highly styled 
simplicity, for manufacturer of infant 
and juvenile furniture, to an abstract 


Text illustrations Series of silk screened 
for billboards 6 sheets in Georgia in 
yellow, white and 
black use lettering as illustration of 
product benefit,“The “saw” board is one 
in Armstrong & Dobbs (building mate- 
rials) campaign. The ‘20,000 mile” board 
advertises retreads for Snow Tires Co. 
Credits: Designer/letterer Donald. A. 
Smith, Athens, Ga. Agency Williams & 
Co. Silkscreener Daugherty Sign Co., 
Chattanooga, Tenn. 


referral to characteristic electronic de- 
signs, for an electronics company. Flow- 
ing S design projects waterway trans- 
porter. 

Credits: S, for Seaboard Shipping 
Corp., designed by Eckstein-Stone. Trak 
Electronics’ logo designed by Ernest 
Waivada, vp/senior AD Fred Wittner 
Co., based on the S curve an oscilloscope 
shows, parabola, etc. Storkline symbol 
with News Goth. Cond. type by Morton 
Goldsholl. * 


Art 





ISHWi 
grap! 


rect 


films for 
club programs 


(£ditor’s note: The following list of films 
ind slides is being serialized. Names and 
idresses of distributors, explaining the 
ide letters at the end of each listing, ap- 
sared with the first installment in De- 
mber 1960, will be repeated with the 
last installment.) 


5° OGRAPHY OF THE BODY. 7 min. B/W. $10. Ana- 
logical pilgrimage evokes the human body as an 
undiscovered, mysterious continent. C16. 
ORGE BERNARD SHAW. 15 min. B/W. $20. The 
playwright, Dame Sibyl Thorndike, Wendy Heller, 
Colin Wilson & others in a conversation piece. 
CFI. 

GHOSTS BEFORE BREAKFAST. 1 reel. 16 & 35mm, 
$4 & $8 respectively. B/W. Silent. A grotesque 
in which participants protect the daily routine. 
MMA. 

GLENS FALLS SEQUENCE. 1 reel. B/W. Silent. $5. 
Douglass Crockwell uses free association to de- 
termine abstract form movements & patterns. 
MMA. 

THE GOLEM. Silent. A film legend from Germany's 
expressionist period. SFMA. 

GRAY GULL THE HUNTER. 19 min. B/W. $3.50. Bird 
life on a rocky Swedish isle; photographed by 
Arne Sucksdorff. EBF. 

GUERNICA. 15 min. B/W. $13. Recreation of 
Picasso’s mural, revealing its emotional in- 
spiration; narration by Eva Le Gallienne. C16. 

H.0. 1 reel. 16 & 35mm, $4 & $8 respectively. 
B/W. Silent. Ralph Steiner's abstract study of 
light-shade rhythms on water. MMA. 

HALLUCINATIONS. 6 min. B/W. $8. 12 erotic, sub- 
conscious twilight tableaux envisioned between 
waking & sleeping. C16. 

HANDS. $25. Plot interpretation is by hands alone 
—a compromise between abstract & realistic 
movie-making. SFMA. 

HANDWRITTEN. 9 min. $9. A vertical montage. 
C16. 

HARLEM WEDNESDAY. 10 min. $10. Gregory Pres- 
topino’s paintings provide background for music 
by Benny Carter's Orchestra. CFI. 

HAST ANY PHILOSOPHY IN THEE? 14 min. $4.50. 
Exploring implications of Shakespeare's query, 
theme suggests that man requires a funda- 
mental outlook, appropriate to his needs, to 
give meaning to his life. USC. 

HAVE | TOLD YOU LATELY THAT | LOVE YOU? 17 
min. B/W. $10. Wordless satire on loneliness, 
banality & machine dominance in current Amer- 
ica. C16. 

HEN HOP. 4 min. $3.50. Utilizing design economy 
drawing-on-film technique. Norman McLaren 
makes lines move in continuous combinations, 
recessions, convolutions & progressions. IFB. 

HISHWAY. 6 min. $6.50. A film essay, photo- 
graphed from behind an auto wheel, expressing 


rhythm & movements at various speeds. Fl. 

HOPPITY POP. 3 min. $3. An evocation of circus 
atmosphere, painted on film by Norman Mc- 
Laren. IFB. 

HORROR DREAM. 10 min. $9. Interpretation of a 
dancer’s anxiety before starting her theater 
routine; choreography by Marian Van Tuyl. C16. 

HOTEL APEX. 9 min. B/W. $8. Reportage of an 
abandoned building's textures, shapes & atmos- 
phere. C16. 

HOWARD STREET. 10 min. B/W. $9. A combination 
social documentary & impressionist film-poem 
exploration of San Francisco’s skid row via can- 
did camera & tape. C16. 

THE HUNTER & THE FOREST. 8 min. B/W.°$2.50. 
A worldless story, photograziied by Arne Sucks- 
dorff. EBF. 

HURRY HURRY. 3 min. $5. Human spermatozoa, 
under powerful magnification, in a film ballet 
“lark”; produced by Marie Menken. C16. 

THE IDEA. 27 min. B/W. $10. An artist's idea, 
condemned by the world, lives on & stirs men 
to revolt; based on Frans Masareel’s woodcuts. 
C15. 

THE IDYLL. 10 min. $10. Lyrical excursion into 
color’s dreamland. C16. 

IMAGE IN THE SNOW. 29 min. B/W. $14. A young 
man’s spiritual trek through dreamworld land- 
scapes to meet violence & disillusionment. C16. 

IMAGES FROM DEBUSSY. 14 min. B/W. $7.50. 
Camera “translation” of 3 compositions. FI. 

INAUGURATION OF PLEASURE DOME. 40 min. $30. 
Kenneth Anger’s black-magic portrayal in the 
tradition of decadent art. C16. 

IN BETWEEN. 16 min. $8. Stone faces & huge cats, 
color fantasy & dreams’ playful terrors figure 


in this story of a man facing predicaments. C16. 


INTERIM. 16 min. B/W. $10. Cinematic lyricism 
of adolescent frustration in metropolitan waste- 
lands. C16. 

INTERPLAY. 8 min. B/W. $7. A pantomime in which 
human bodies & faces abstractly convey the 
ambivalence of sexual attitudes. C16. 

INTROSPECTION. 7 min. 78 rpm sound disc. $6. 
Dancers whirl through deep space, distorted 
by wide-angle lenses & convex reflecting sur- 
faces. C16. 

JAZZ OF LIGHTS. 16 min. $15. Times Square’s 
nighttime form-color, emotion-tinged patterns. 
An lan Hugo-Anais Nin collaboration. Fl. 

JOIE DE VIVRE. 1 reel. 16 & 35 mm, $4 & $8 re- 
spectively. B/W. Silent. An animated cartoon 
with experimental sound & music. MMA. 

LAFCADIO. 16 min. 33 rpm disc. B/W. $8. Con- 
fusions of adolescent emotions, with constant 
realism-fantasy blending reminiscent of stream- 
of-consciousness poetry. C16. 

THE LAST LAUGH. Silent. An achievement in Ger- 
man silent movie studio craftsmanship. SFMA. 

THE LATE MATTHEW PASCAL. 10 reels. 16 & 35 mm, 
$25 & $40 respectively. B/W. Silent. Sophisti- 
cated Pirandelloan soul-searching tale absorbs 
elements borrowed from privately-made avant- 
garde films. MMA. 

THE LEAD SHOES. 18 min. B/W. $10. Surrealist 
exploration of 2 old English jazz-scrambled 
ballads. C16. 
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THE LIFE & DEATH OF A HOLLYWOOD EXTRA. 1 reel. 
B/W. Silent. $4. One of the earliest U.S. ex- 
pressionist films, influenced by Caligari. MMA. 

LIFE & DEATH OF A SPHERE. 6 min. B/W. Silent. 
$5. Abstraction development & exploration of 
the subtleties of cyclical form. C16. 

LIGHT-PLAYBACK-LIGHT-GRAY. 6 min. B/W. $10. 
Moholy-Nagy illustrates forms & relationships of 
his constructionist art. Fl. 

LIGHT REFLECTIONS. 15 min. $10. Jim Davis’ color- 
camera study of reflections from his own plastic 
abstract mobiles. Fl. 

A LITTLE PHANTASY ON A 19th CENTURY PAINT- 
ING. 4 min. B/W. $4. Arnold Boecklin’s spectral 
Isle of the Dead wakes to mysterious life. C16. 

LIVING IN A REVERSED WORLD. 11 min. B/W. $7. 
Psychological experiments with a subject wear- 
ing glasses reversing right & left, up & down. 
C16. 

THE LONG BODIES. 1 reel. B/W. Silent. $5. 
Douglass Crockwell employs free association to 
determine abstract form rhythms & patterns, 
MMA. 

LOONY TOM—THE HAPPY LOVER. 10% min. B/W. 
$5. Poetic overtones & philosophic implications 
figure in James Broughton’s mixture of plein-air 
ballet & old movie slapstick. Fl. 

THE LOVES OF FRANISTAN. 9 min. B/W. $5. Satire 
on a movie trailer for a Hollywood “epic.” C16. 

LOVING & OTHER FILMS. 19 min. Silent. $15. Stan 
Brakhage’s 3 related works: Loving—an explora- 
tion in depth of a moment of love; The Wonder 
Ring—nostalgic journey on New York's “El”; 
Nightcats—revelation of an alien universe. ($6, 
$6 & $8 respectively, if rented single). C16. 

LYSIS. 30 min. $15. Impressionist cine-poem of 
“a soul in search of itself.” (Part 2 of Gregory 
Markopolous trilogy). C16. 

M. Psychological study of crime & the criminal 
mind. SFMA. 

MADELINE. 1 reel. $5. Design-composition ele- 
ments freely based on Parisian landmarks. IFB. 

THE MAGIC CANVAS. 10 min. $3. Halas’ & 
Batchelor’s experiment extending abstract 
painting into new dimensions of cinematic 
movement. A B.1.S. film. CFI. 

MAKE A MOVIE WITHOUT A CAMERA. 1 reel. $3. 
Norman McLaren draws & paints directly on 
film. IFB. 

A MAN & HIS DOG OUT FOR AIR. 8 min. $8. Robert 
Breer’s trilogy: The title sequence—a ballet 
animation; A Miracle—satirica! animation on 
a blasphemous theme; Jamestown Baloos—a 
rapid-fire montage burlesque. C16. 

MAN IN THE 20th CENTURY. 17 min. B/W. $4. 
Man’s vast creative abilities manifested in 
scientific achievements, yet they threaten de- 
struction, with current art reflecting society's 
restlessness. NYU. 

MARCEL MARCEAU’S PANTOMIMES. 13 min. $20. 
3 performances: David & Goliath, The Butterfly 
Chase & The Lion Tamer. CFI. 

MARCHING THE COLOURS. 3 min. $3.50. Guy 
Glover's animation experiment visualizes a 
march in geometric, abstract color patterns. 
IFB. 

(continued in a future issue) 





CONCEPT 


Concept (the idea marrying copy and 
art) has been emphasized so much that 
bracketing them makes them almost a 
cliché. Today concept is king and style 
is subordinate. 

“Advance this thinking further by re- 
lating it to your growth,” advises Lee 
Batlin, AD, Altman-Stoller Advertising, 
Inc. 

“Growth, like expression, comes from 
within. It embodies risk of failure. Try 
something different, perhaps something 
never tried before or something taboo, 
relying on your intuition, imagination, 
integrity, good taste and the self-con- 
fidence you've built up through the years. 

“Good or bad, you don’t know what 
you'll find. But if you don’t try, you'll 
never explore what’s inside you, never 
capitalize your potential, never grow. 

“Break everyday working-world bar- 
riers. Experiment. You'll break some 
rules, but who's to criticize if you create 
better ads?” 
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Photography Credits: William Helburn— 
1, 2, 5, 7; Wingate Paine—4, 6, 8, 9; Nor- 
man Nishimura—3. 
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2nd American tv commercials 


Best, packaged foods: 

Chun King Chow Mein, “Elevator.” Advertiser, 
Chun King Enterprises. Producer Bud Stefan, BBDO 
LA for BBDO Minneapolis. AD Bob Dahiquist, KTLA. 
Production company, Freberg Ltd., facilities of 
Jacmar LA; AD/director/copywriter Stan Freberg, 
copywriter Howard Gossage, cinematographers 
Brydan Baker, Jack Bachem. ! 
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Best, pharmaceuticals: 

Bufferin “‘Headache-Heartbeat.” Advertiser, Bris- 
tol-Myers. AD Steve Frankfurt, copywriter Summer 
Winebaum, producer Tom Ford, Y&R. Production, 
On Film, Princeton, N. J.; director Fred Johnston, 
cinematographer Arthur Ornitz. 


Eighty advertising executives who are the TV 
Commercials Council judged 1352 entries in the 
2nd annual American TV Commercials Festival 
held in New York, rated them so high in many 
product categories that the original intent to 
choose a top 150 was shelved. Awards for best 
and runner up were presented in 30 product cate- 
gories, 7 citations for advertising achievement 
in specific areas and 14 citations for craftsman- 
ship were given, and some 222 additional com- 
mercials were included in the finalists. 

The TVCC also added 25 productions to the 
Commercials Classics Hall of Fame. 

The show was judged according to 7 criteria: 
impact, believability, tastefulness, copy, demon- 
stration, audience involvement, employment of 
the tv techniques. 


Best, consumer services, and runner-up in Cana- 
dian market: 

Esso Oil Heat “Cat.” Advertiser, Imperial Oil Ltd., 
Canada. Producer Hugh Herler, creative director 
George Elliot, MacLaren Advertising, Toronto. Pro- 
duction, Elektra, NY; producer Abe Liss, desigier 
Paul Harvey, animator Fred Mogub, cinematog'a- 
pher Herb Hughes. 





Best, cos 
orchestra 
Ban Deo 
tol-Myers 
Chester | 
Procuctio 
lisle, cine 
Nard Bern 


Att Direction 


Special citation, animation design: 

Lucky Strike “Face.” Advertiser, American To- 
bacco Co. Designer Georg Olden, BBDO. Produc- 
tion, Pintoff Productions. 


Best, cosmetics & toiletries, and special citation, 
orchestra scoring: 

Ban Deodorant “Documentary.” Advertiser, Bris- 
tol-Myers Co. AD August Wavpotich, producer 
Chester Maxwell, copywriter Pierre Garai, OBM. 
Production, WCD Productions; director Bob Car- 
lisle, cinematographer Larry O'Reilly. Music, Leo- 
nard Bernstein, director Sylvan Levin. 


Art Dir 


Best, premium offer, and citation for music with ; 


lyrics: 

Lucky Strike, “Band—Record Offer.” Advertiser, 
American Tobacco Co. ADs Jack Goldsmith and 
Ken Southard, producer Everett Hart, copywriter 
Bill Fuess, all BBDO. Production, NBC Telesales; 
producer Dan Sullivan, scenic designer Frank 
Skinner, music director Wil Schaeffer, director 
Karl Genus. 


Best, gasolines & lubricants: 

Texaco “Little Girl—Tricycle.” Advertiser, Texaco. 
AD/ producer / copywriter Joseph McDonough, C&W. 
Production, Thomas Craven Film Corp.; director 
Thomas Craven, cinematographer Vachel Blair, 
editor Morton S. Epstein. Composer /conductor 
Bob Thompson, Hollywood. 
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Best, soft drinks: 

Seven-Up, “Old Movie—Harried Housewife.” Ad- 
vertiser, Seven-Up. Agency, J. Walter Thompson 
Chicago. Production company, Sarra Chicago. 


Best, beers & wines, and special citation, enter- 
tainment: 
Jax Beer “Kangaroo.” Advertiser, Jackson Brewing, 
Jacksonville. AD Hal Gerhardt, producer Russell 
Ford, copy director William Wall, DCSS. Produc- 
tion, Pelican Films; directors Jack Zander, Chris 
Ishii, designer Armin Shaffer, animators Emery 
Hawkins, Bob Perry, cinematographer Al Rezak. 
Voices, Elaine May, Mike Nichols. ” 
53 













21a) fi ;* 


The unique section of the PP of A directory on 
the following pages goes one giant step beyond 
most trade directories. It checks the qualifica- 
tions of the listees for every specialty they claim. 

In a few of the large advertising photography 
centers this may not seem necessary, but in a 
great many locations, the PP of A has found, the 
term professional photographer is used by men 
who don’t even submit good prints or who have 
no sense of composition or lighting. 

To upgrade the meaning of the term ‘‘profes- 
sional photographer’ the PP of A in 1958 estab- 
lished its Commercial Qualification Plan. This is 
one step toward establishing needed standards. 
Every photographer listed in the accompanying 
directory has had his work checked by an objec- 
tive and competent board for every specialty for 
which he is listed. 

This ‘‘Good Housekeeping Seal of Approval”’ 
technique assures the user of the directory that 
at least minimum professional standards are met 
by every listee and’enables the buyer to use the 
directory with greater confidence. This is the 
fourth consecutive directory including qualified 
listings and the PP of A has seen fit to place 
this special section in Art Direction so that the 
names, addresses and specialties of the qualified 





PHOTO 





PP of A directory helps you locate photographers in every 
specialty and area of the United States and Canada 
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professional photographers would be readily 
available to Art Direction’s 12,000-+ buyers. 
The judges were asked to determine if the 
work submitted would be acceptable to them if 
done on assignment for them. A reasonable 
degree of ability, technical knowledge, good print 
quality, sharp definition of subject etc. was ex- 
pected. For copies of the entire directory, write 
Professional Photographers of America, Inc., 
152 W. Wisconsin Ave., Milwaukee 3, Wisconsin. 
To agencies or ADs writing on company letter- 
heads, copies are free. Regular price is $5.00. 
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DIRECTORY 

OF 
PROFESSIONAL 
PHOTOGRAPHY 


QUALIFIED LISTING 


In January 1958, the Commercial Division of Professional 
Photographers of America set up machinery to allow mem- 
bers to submit samples of their work to qualified juries. If 
accepted, the photographer was “qualified” in the specialty 
in which he submitted. 


The sole purpose of the Qualification Plan is to improve the 
standards of commercial photography. Minimum standards 
have been set in 23 classifications. For a photographer to be 
qualified, he must have an established place of business, be 
a member of his national association, submit references from 
customers, list his equipment, and demonstrate a degree of 
ability a purchaser has a right to expect of a good quality 
commercial studio. 





Six different examples must be submitted in each classification. 
Technical excellence—a good clean print of fine quality, sharp, 
with straight lines, taken with proper equipment and reasonable 
regard as to time of day, angle, lighting, etc.—is demanded. 


A customer receiving an unsatisfactory job from a qualified 
photographer is requested to notify Professional Photogra- 
phers of America, Inc., 152 West Wisconsin Avenue, Milwaukee 
3, Wisconsin. 





CLASSIFICATION CODE 


Listed on the following pages are the names, telephone number, street 
address, qualified classifications, and in some instances, the distance in miles 
to the nearest largest city of 294 commercial photographers, who have been 
qualified in the classifications indicated. A name in all caps indicates that 
the studio has an advertisement in the main section of the Directory. For 
additional information, refer to the geographical section of the Directory at 
the front of the book. The classification code is as follows: 


QUALIFIED 


LISTING 


PROFESSIONAL 


PHOTOGRAPHERS 


OF AMERICA, INC. 


GENERAL COMMERCIAL PHOTOGRA- 
PHY—BLACK & WHITE—Limited to black 
and white only. Normal exteriors, in- 
teriors, publicity, small or large groups, 
meetings, copies, products in use, studio 
set-up of products, catalogue illustra- 
tions, general legal, construction prog- 
ress, equipment installations. 


GENERAL COMMERCIAL PHOTOGRA- 
PHY—COLOR and BLACK & WHITE— 
Both color and black and white. Normal 
exteriors, interiors, publicity, small or 
large groups, meetings, copies, prod- 
ucts in use, studio set-up of products, 
catalogue illustrations, general legal, 
construction progress, equipment instal- 
lations. 


INDUSTRIAL ILLUSTRATION—Dramatic, 
fine quality illustration at industrial 
plants, with or without models. Creative 
work for advertising and publicity. 


AERIAL PHOTOGRAPHY—Obliques and 
verticals. 


AERIAL MAPPING—With specialized 
aerial cameras and facilities for scale 
production and mosaics. 


ANIMAL PHOTOGRAPHY—Specialists in 
livestock and pets. 


ARCHITECTURAL PHOTOGRAPHY—Ex- 
teriors and interiors for architects, na- 
tional architectural magazines and 
interior decorators, etc. 


BIOLOGICAL PHOTOGRAPHY—Special- 
ized work for the medical profession. 


BANQUET or very large groups—Spe- 
cialists in this field. 


FURNITURE—Photographs of furniture 
for sales use by furniture manufacturers 
with studio facilities for same. 


HIGH SPEED MOTION PICTURES AND 
STILLS—Specialists with proper equip- 
ment. 


ILLUSTRATIVE ADVERTISING PHOTOG. 
RAPHY—Creative work with and without 
models, in studio and on location, mak- 
ing sets, furnishing props, the end result 
to be used in display advertising. 


INDUSTRIAL MOTION PICTURES—Com 
plete production, including editing, 


titling, sound, etc. 


LEGAL—Specialist with complete knowl. 
edge of legal photography as used by 
attorneys and insurance companies in 
casualty, liability and negligence trials, 
able to testify in court on photographic 
optics, and chemistry of development, 
stereo, perspective (both normal and 
distorted) variations in color sensitivity 
of films, and ethics. 


MARINE PHOTOGRAPHY—Specialists in 
photographing boats, sail boats, motor 
boats, races, etc. 


MOTION PICTURES—Production of mo- 
tion pictures; can furnish finished prod- 


uct. 


PHOTO MURALS—Equipped to make, 
mount, and install photo murals. 


PHOTO REPORTING—Photo-journalism 
in telling a complete story with a series 
of photographs. 


PUBLIC RELATIONS AND PUBLICITY— 
Experienced in posing and handling 
people; knowledge of publication media 
requirements. 


SCIENTIFIC AND TECHNICAL—Special- 
ists in techniques such as photomicrogro- 
phy, metallography; persons or organi- 
zations equipped and offering these 
services. 


SLIDE FILMS—The complete production 
of film strip sequences. 


STOCK PHOTOGRAPHS—Studio main: 
taining catalogued stock prints for sale. 


THEATRICAL PHOTOGRAPHY--Special- 
ists in show business, theatre photogra 
phy, etc. for the stage or TV. 
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WARD W. WELLS, PHOTOGRAPHER BR 8-4101 
327 Fifth Ave., Anchorage CCB) 


MEE 4riz00n3 


ARIZ. PHOTOGRAPHIC ASSOC. Tel. 258-6551 
2250 W. Holly, Phoenix CCC) Ci) CAe) 
(Ar) CFu) Cll) Cle) CPM) CPR) CPu) CSP) 
MARKOW PHOTOGRAPHY, INC. AL 8-6191 
741 E. McDowell Rd., Phoenix ccc) CID 
(Ae) CAr) Cll) 

Joey Starr Photography AL 2-8222 
2506 N. Central Ave., Phoenix, 4 CCC) (Ae) 
CAr) Cle) (Pu) 

BOB WILCOX STUDIO AM 4-2531 
515 E. Thomas Rd., Phoenix CCB) 
Dan Zudell Photography AM 6-5406 
2240 E. Montecito, Phoenix CCB) CAr) 
Chuck Abbott MAin 2-7330 
1820 E. 6th St., Tucson CCC) Cll) CPR) CPu) 
RAY MANLEY COMM. PHOTOG. MA 3-0307 
238 S. Tucson Bivd., Tucson CCC) Cl) cil) 


GE Arkansas 


Earl Saunders, Photographer MO 3-2121 
242 Kingsrow Dr., Little Rock (Ar) 


EE California zz 


Otto W. Jensen VI 9-2705 
1320 W. Olive Ave., Burbank CCB) 

Stanfield Studio Di 3-2816 
235 Park Rd., Burlingame CCB) 
(San Francisco—14 mi.) 

Robert C. Frampton NAtional 6-1176 
116 N. Indian Hill Blvd., Claremont ccc) 
(los Angeles—35 mi.) (Ae) 

Neale Adair Studie of Photography TA 5-4590 
459 N. 8th St., Colton CCB) 

long Filmslide Service LA 4-6205 
7505 Fairmount Ave., El Cerrite CSF) 

Photography by Boruszak AM 8-2028 
2221 Ventura, Fresno, 21 ccc) 

Victor Baldwin & Assoc. NOrmandy 4-0401 
2822 Hyperion Ave., Los Angeles, 27 (An) 

BOB FORESTER PHOTOGRAPHY WE 4-9419 
4319 W. Pico Blvd., Los Angeles, 19 CCB) 

AL GREENE & ASSOCIATES RI 7-0673 
1333 S. Hope St., Los Angeles, 15 CPM) CSP) 

Jason Hailey, Photography WE 3-3220 
506 S. San Vicente Blvd., Los Angeles, 48 Cll) 

Merge Studios DUnkirk 9-2458 
2115 W. Pico Blvd., Los Angeles, 6 CCB) 

The Phototek Co. LU 8-6176 
6401 Homes Ave., Los Angeles, 1 CCC) (Fu) 

Siegfried/Darsey Studio WeEbster 3-9078 
4341 Don Tomaso Dr., Los Angeles, 8 ci 

Lee Blaisdell Photo Service FR 2-0915 
59 Via Encanto, Monterey CCB) (Ae) 

Kenneth R. Reeves NE 6-0944 
7565 Hillmont Dr., Oakland, 5 CCB) 

Clyde Sunderland NE 2-2019 
Municipal Airport, Bldg. 310, Oakland, 14 

(Ae) CAM) CPM) CSP) 

Roland Quintero Photography DA 3-6616 
376 Waverley, Palo Alto ccc) CID 

FRED ENGLISH PHOTOGRAPHS EMerson 9-6294 
1251 Fifth Ave., Redwood City (CB) (Ae) 
(San Francisco—20 mi.) (Ar) 

Sirlin Studios Gilbert 3-7570 
1327 Jay St., Sacramento, 14 CCB) Cle) 


TU 422-352 
CCB) Cle) 
(Pu) 
GIANT PHOTO SERVICE BE 2-1371 
127 “F” St., San Diego, 1 CPM) 
Phil Fein & Associates YU 2-1450 
882 Folson St., San Francisco, 7 CCB) CID 
CAr) CilD 
Schmidt Lithograph Co. EX 7-3200 
461 Second St., San Francisco,7 (CC) Cil) 
MAL VAUGHN STUDIO CYpress 3-4608 
3186 Williams Rd., San Jose, 28 CCB) CID 
(Ae) 
Tom Kennedy Company NEptune 2-0775 
2166 Washington Ave., San Leandro (CB) 
Vince Mandese, Photography WO 5-8271 
1011 N. Milpas St., Santa Barbara CCB) 
Del-Hagen Studios EXbrook 5-9156 
309 Santa Monica Bivd., Santa Monica €CC) 
Clos Angeles—15 mi.) 
Ken Brown Studio HO 2-1623 
551 E. Harding Way, Stockton, 4 cc) 
GRANT STUDIO ST 5-6554 
14625 Victory Blvd., Van Nuys CCC) Cl) 
CAr) CFu) CPu) 


S. J. “Bud” Shadegg & Staff 
410 Base Line, San Bernadino 


a Colorado ZZ 


Roberts Commercial Photography HI 2-3415 
885 9th St., Boulder ccc) 
Birlauf & Steen, Inc. AComa 2-5050 
814 Grant St., Denver, 3 (CC) (Le) Pu) (Th) 
Convention Photog. Intern’! AMbherst 6-3421 
1455 Court Pl., Denver, 2 (Co) 
Harvey C. Friedentag Photography BE 7-2731 
1438 S. Navajo St., Denver, 23 CCB) 
Chas. E. Grover, Pic’s Inc. SKyline 6-8059 
1479 S. Jackson St., Denver, 10 ccc) 
HOUSE OF PHOTOGRAPHY DE 3-3279 
4218 E. Colfax Ave., Denver, 20 CCB) 
Smyth Studic SU 1-3945 
4105 S. Broadway, Englewood CCB) 
MIDWEST PHOTO SERVICE CH 2-3063 
639 Main St., Grand Junction (CB) (Ae) 


EE Connecticut Mi 


Treskunoff Studio, Inc. REgent 4-1435 
70 Main St., Ansonia CCB) 
CHARLES RACHUM STUDIO EDison 3-0909 
315 Fairfield Ave., Bridgeport CCC) CID 
Fred’s Studio Ploneer 8-5718 
60 Sugar Hollow Rd., Danbury CCB) 
NEWMAN STUDIO TOwnsend 9-2230 
19W. Putnam Ave.,Greenwich (1) CII) CMa) 
CNew York City—25 mi.) 
Burian-Moss Photographers ADams 3-8289 
551 Farmington Ave., Hartford, 5 CCB) 
HEILPERN PHOTOGRAPHERS CHapel 9-5874 
151 Homestead Ave., Hartford, 12 ccc) 
(Ae) Cle) (Pu) 
JAMES PICKANDS, I! LO 2-1369 
270 Orange St., New Haven, 10 (CC) CIID 
Len Provato—Photographer Victor 7-5074 
59 Linden St., Norwalk CCB) 
Hampstead Studio VOlunteer 6-0223 
Devil’s Garden Road, S. Norwalk ccc) 
R. W. Sutcliffe Photographers CH 7-0379 
115 Ridge Rd., Wethersfield (CB) 
CHartford—less than 1 mile.) 


@ District Columbia @ 
ADAMS STUDIO ADams 4-7188 


Courtyard-1523 22nd St. N. W., Washing- 
ton, 7 CCC) Cl) CAr) Cll) Cle) CPu) 


QUALIFIED 
LISTING 


PROFESSIONAL 


PHOTOGRAPHERS 


OF AMERICA, INC. 
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PHOTOGRAPHERS 


OF AMERICA, INC. 


CHASE STUDIOS, LTD. FE 8-2400 
1904 M. St., N.W., Washington, 6 (CC) (Co) 
Davis Studio EX 3-6963 
911 G. St., N. W., Washington, 1 (CCC) CAr) 


aoe 0, 


Babara Dodge Photographer CR 6-9731 
325 N. E. 2nd Ave., Delray Beach ccB) 
SANTE, SCHWARM, SHELDON, INC. JA 2-1435 
817 N. W. First St., Ft. Lauderdale (CC) CAr) 
Cll) CMa) 

REY SCOTT COLOR JA 4-1906 
1531 N. W. 12th Terr., Ft. Lauderdale (CC) 
(Ae) (Ma) 

DON KELLER PHOTOGRAPHY EV 8-1651 
1254 Lechlade St., Jacksonville, 5 CPR) 
PHILLIPS STUDIO MU 2-6958 
1107 S. Florida Ave., Lakeland CCC) (Ar) 
HINMAN PHOTOGRAPHY FRanklin 3-6224 
4 Biscayne Blvd.,Miami,32 (CC)CAe)CPu) 
LIDDLE & KOHN FRanklin 1-7521 
2332 Biscayne Blvd., Miami, 37 ccc) 

J. SAM JOHNSON JU 2-4576 
P. O. Box 2008, Palm Beach CCC) CPR) 
Robert Leahey Studio Tel. 7-2439 
1950 Second Ave., N., St. Petersburg, 13 CII) 
Cin) 

Tel. 958-8124 
CCC) Cl) CAr) 
Ci) CPR) 
Thomas Photographics RE 7-3654 
5014 N. Dale Mabry, Tampa, 3 CCC) CAr) 
Cll) (Mo) 


STEINMETZ STUDIO 
1614 Laurel St., Sarasota 


LORRI 


CLIFF HARDEN Tel. 872-1769 
1769 Cheshire Bridge Rd., N. E., Atlanta, 9 
CCB) 


SS | 6 


Irving Rosen-Color Photography Tel. 704-075 
1130 Koko Head Ave., Honolulu, 16 CCB) 


AIRS 


Bach Photographs, Inc. Tel. 2-1061 
617 Eastman Bldg., Boise CCB) 


es ll, 


DElaware 7-1500 


Hedrich-Blessing, Ltd. 
CCC) Cll> 


450 E. Ohio St., Chicago, 11 
KAUFMAN & FABRY CO. HA 7-3135 
425 S. Wabash Ave., Chicago (Cc) CI) 
CAr) CDT) Cll) CEn) CPM) CSP) 
Kleiman & Sturgeon 
Color Service, Inc. 
62 E. Lake St., Chicago, 1 
KRANZTEN STUDIO, INC. WH 4-7330 
22 W. Hubbard St., Chicago, 10 ccc) CID 
CAr) CFu) Cll) CPR) CPu) 
THE LEWELLYN STUDIO Tel. 239-2239 
10702 S. Western Ave., Chicago, 43 ccc) 
(Ae) CAr) (Pu) 
Oscar & Associates, Inc. WA 2-0056 
63 E. Adams St., Chicago, 3. CCC) CI) CCo) 
CPR) (Pu) 
Beach & Barnes, Photographers Fl 3-3938 
814 S. 5th Ave., Maywood CCB) 
(Chicago—5 mi.) 
Rockford Illustrating Co. Tel. 4-9424 
317 Market St., Rockford ccc) 


AN 3-7422 
CCC) Cl) COT) 


eee lla es 


Fahrenkrug Studios HA 3-1900 
1400 E. Columbia St., Evansville, 11 (Fu) (il) 
Edgar M. Greenwell, Photographer HA 4-2853 
620 Keck Ave., Evansville, 11 CCB) 
Raymond E. Grefe, Comm. Photog. HA 4-8802 
2728 Harmony Way, Evansville, 12 CCC) 
(Ae) 
Stedman Studio EAstbrook 2520 
1133 Rivermet, Ft. Wayne, 3 a> 
BODIE PHOTOGRAPHER WE 2.1493 
Indiana Hotel Bldg., Hammond CCB) (1) 
(Chicago—20 mi.) 
INDIANAPOLIS PHOTO CO. ME 5-4444 
116 E. North St., Indianapolis, 4 (CC) (Il) 
Robert Young Studio CHapel 4-9526 
1050 S. Holt Rd., Indianapolis, 41 (CC) (1) 
(Ae) Cll) Cin) 
J. C. Allen & Son Studio RI 3-2374 
Box 461, Lafayette CCC) Cll) (SP) 
DOANE STUDIO POplar 3-313) 
Box 30, Mt. Vernon (Ar) 
CEvansvilie—20 mi.) 
Ruth Chin, Photography AT 4-4582 
121 S. Mulberry St., Muncie (CB) 
Bagby Photo Co. CE 4-994] 
110 W. Colfax Ave., South Bend, 1 (CB) 


owmmer | Se 


R. K. SUNDERBRUCH PHOTOG. Tel. 3-0557 
42012 Brady St., Davenport (CCC) (Ae) (Il) 
Bergeman Photos Tel. 4-2311 
1017 Central Ave., Ft. Dodge CCC) (Ae) 
Leo W. Gredell, Photographer Tel. 2668 
1813 Main St., Keokuk (CB) 
“Northland Studio” Olive 2-3226 
403 W. Maple St., Maquoketa (CB) 


HOLLETT STUDIO, INC. AD 4-8313 
4025 Fails Ave., Waterloo (Bi) 


Lohnes Photography AD 3-6331 
720 W. 4th St., Waterloo (CB) 


Ee 8 8=53«as aes 


Elden’s Photography—Lavell Studio Tel. 1240 
So. 218, Box 157, Waverly (CB) 
Emporia State Photo Service 
924 Commercial St., Emporia (CB) 


Barton Photography CE 2-0525 
1916 Gage Blivd., Topeka (CC) 


Rorabaugh & Millsap Studio MU 2-8511 
2906 E. Central, Wichita CCB) (Pu) 


EE Kentucky Ma 


Mahan Photo Service EAst 4-0414 
1530 29th St., Ashland (CB) 


Ches Johnson Photo Center Tel. 3-4845 
928 State St., Bowling Green (CB) 


Photographic Associates GL 1-3444 
1059 Bardstown Rd., Louisville, 4 ¢(cC) 


GE Louisiana =a 


Long’s Studio CE 5-733! 
817 W. College, Lafayette (CB) (Ae) (Ar) 
A. J. Rybiski, Jr. Photography HE 3-4189 
314 11th St., Lake Charles (CB) (1) 
Frank H. Allen Comm. Photog. TW 9-3561 
5032 Prytania St., New Orleans, 15 (CB) — 

¢ 


Frank Lotz Miller Photography Tw 5-3680 
1115 Washington Ave., New Orleans, 13 (An) 
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LEON TRICE PHOTOGRAPHY Tel. 524-6415 

727 Poydras St., New Orleans, 12 (CC) CI) 

(Ae) CAr) Cll) 

C.F. WEBER PHOTOGRAPHY INC. JA2-7503 

220 Camp St., New Orleans, 12 (CC) CFu) 

Ci) CPu) 

Hunt Studio FAirfax 3-1036 

402 N. 6th St., West Monroe CCB) 
(Monroe, La.—V2 mi.) 


The Luce Studio Tel. 4920 
70 Main St., Farmington ccc) 
Gordner’s Studio POrter 2-3636 
457 Main St., Presque Isle CCB) 


El Maryland aa 


BLAKESLEE-LANE, INC. SA 7-8800 
916 N. Charles St., Baltimore, 1 CCC) CI) 
CAr) CFu) Cll) CPM) CPR) CPu) 
HUGHES COMPANY MU 5-7566 
213 W. Monument St., Baltimore, 1 CCB) 
THE HOLMES |. METTEE STUDIO VE 7-6900 
701 N. Eutaw St., Baltimore, 1 ccc) CID 
CAr) Cll) 
Martin Baltrotsky Photography JU 8-4265 
10104 Brunett Ave., Silver Spring CCB) 
(Wosh., D. C.—8 mi.) 


@ Massachusetts Mm 


Boston Photo Service LAfayette 3-0508 
112 State St., Boston, 9 Cle) 
Creative Photographers, Inc. KE 6-7585 
108 Massachusetts Ave., Boston, 15 ccc) 
Cl) CAr) CFu) CllD 
Stephen W. Plimpton Comm. Photog. KE 6-2565 
899 Boylston St., Boston, 15 CCB) 
KORDAY STUDIO TRinity 2-3282 
50 Franklin St., Framington ccc) 
(Boston—15 mi.) 
Samuel's Studio TW 7-7901 
8 Waltham St., Maynard CCB) CID 
Fasch Studio BL 8-3456 
95 Adams St., Milton, 87 CCB) 
(Adjacent Boston) 
Herbert P. Vose, Photography CEdar 5-5078 
9 Oakland St., Wellesley Hills, 81 CCB) 
John D. Hilton Studio Pleasant 5-4892 
23 Burncoat St., Worcester, 5 CCB) 


8 Michigan 


Krums, Inc. WO 2-9525 
35 E. Michigan Ave., Battle Creek (CC) (CI) 
(Ae) 

Smith Studio OXbow 5-3921 
205 W. Front St., Buchanan CCB) 
BENYAS-KAUFMAN PHOTOGS. Li 8-4400 
8775 W. Nine Mile Rd., Detroit ccc) CID 
CAr) CFu) Cll CPR) 

WO 5-0950 
CCC) CPM) 


COPY CRAFT, INC. 
58 W. Adams, Detroit, 26 
bror Hanson Photographer 
17209 Mack Ave., Detroit, 24 CCC) CID 
leo Knight Photography UN 1-1634 
17363 Wyoming Ave., Detroit, 21 CCB) 
MAC GREGOR AND CO. TO 9-8848 
19136 Woodward Ave., Detroit,3 (CC) (I) 
CAe) CAr) (Co) CPM) 
Photographers Commercial, Inc. VE 8-8180 
13450 Puritan Way, Detroit, 27 (CB) CAe) 
Cle) CPM) 


Palmer Werner Photography UN 3-8226 
15734 Wyoming, Detroit, 38 CCB) 
Jack Richards, Photographer Li 2-4520 
22720 Woodward Ave., Ferndale (CB) (Ae) 
CDetroit—1 mi.) 
Baldwin-Chase Photographers CE 3-0951 
1119 W. Third Ave., Flint, 4 ccc) 
Bernie Photographs CH 1-5456 
3025 Woodcliff S. E., Grand Rapids,6 (CC) 
CMa) (Pu) 
WEST-DEMPSTER CO. GL 9-4301 
181 Ottawa St.,N.W.,GrandRapids,2 (CC) 
CAr) CFu) Cll) Cle) CPM) 
CPI Fi 4-3160 
315 N. Church St., Kalamazoo ch) ci 
Cle) CPu) 
Merlin A. Hunter Studio Tel. 23-175 
507 Wood St., Muskegon CCB) (Ae) 
Israel Studio YUkon 5-7931 
515 Wall St., Port Huron CCB) 
BRADFORD-LARIVIERE, INC. 75-42453 
203 N. Jefferson Ave., Saginaw (CC) CI) 
(Ar) Cll) 
Baldwin Studio WI 6-8544 
Cunningham Bldg., Traverse City CCB) 
Bud Moyer Studio WI 7-7376 
348 State, Traverse City CCB) 
MICHIGAN PHOTOG. Whitehall TW 3-4563 
322 E. Colby St., Whitehall CCC) CPR) 
(Muskegon—15 mi.) 


a Minnesota mm 


ELLERTSON & ASSOCIATES FE 6-9325 
518 5th Ave. S., Minneapolis CCC) (Ae) CI) 
CFu) Cll) CPu)> 

Norton & Peel FE 2-3650 
1004 Marquette Ave., Minneapolis, 3 (CB) (1) 
Glenn‘s Studio Tel. 715 
221 W. Main St., Pipestone CCB) 
Peter E. Schawang CA 2-4885 
961 Rice St., St. Paul, 17 (Co) 


EE Mississippi am 


JOHN R. DAKIN 843-4909 
P. O. Box 209, Cleveland ccc) 
Hiatt-Ford Photography Tel. 2-8018 
319 E. Pearl, Jackson, 3 CCB) 


Ee Vv 


Barth Photography CLifton 2-9429 
3700 S. Crysler St., Independence CCB) 
Murwin Mosler Studio MA 4-3227 
616¥2 Main St., Joplin, 4 (CB) 
Photographic Arts HU 3-5855 
146 N. Quincy, Kansas City, 23 cil 
RANDAZZO & MORRISON, INC. BA 1-0716 
716 Baltimore Ave., Kansas City, 5 (CB) 
Cll) CPu) 
Paul D. Steffee—Photographer Fleming 3-8216 
8811 E. 80th Terrace, Kansas City,38 (CCC) 
Hutchinson Photographers WOodland 1-6355 
8943 Manchester St., St. Louis (Brent- 
wood), 17 CCB) CAr) 
BUZZ TAYLOR STUDIO JE 1-8474 
308 N. Theresa, St. Lovis,3 (CCB) (CI) (Co) 
Haden Photos UNiversity 2-5302 
Route 3, Box 1217, Springfield CCB) 
Mignard Studio TU 1-7422 
1339 S. Glenstone, Springfield,4 (CC) CI) 
(Pu) 
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EEE Montana a 


Robert M. Catlin, Prof. Photog. Li 3-5364 
Hammond Arcade, Missoula CCB) (Ae) 


BE Nebraska 


The Wurlger Co., Inc. AT 8946 
313 S. 14th St., Omaha, 2 (Co) CPM) 


@ New Hampshire @ 


Eric M. Sanford, Comm. Photog. NA 4-0122 
110 Shaw St., Manchester CCC) CPR) CSP) 
Herndon Associates EXeter PR 2-2881 
Middle Road, Stratham CCB) CST) 


MEE New Jersey =m 


The Scheller Co. GA 5-4670 
Hackettstown (Ae) 
Richard Pace Photographer HE 5-1666 (N. J.) 
WO 2-5684 (N. Y.) 
47 Bayview Ave., Jersey City, 5 ci 
Bill Witt Photography MA 3-0562 
40 Fulton St., Newark, 2 Ci) CPR) 
Howard Owen, Jr. Photographer NO 1-1332 
431 Kingsland St., Nutley, 10 CCB) Cll) 
Colorama MOuntain View 8-2058 
181 Lake Drive W., Packanack Lake, Wayne 
CNYC—18 mi.) CCC) CPu) 
George Egley, Photographer  COlfax 2-2073 
187 Haase Ave., Paramus (CB) CAe) CAr) 
Taylor Photo Studio TW 9-1800 
401 Sea Ave. Rt. 35, Pt. Pleasant Beach CCB) 
? (Ma) 
BARDES PHOTOGRAPHY, INC. UN 7-7808 
1222 Summit Ave., Union City ccc) 
Foschi Studio OX 2-9344 
15 N. Fourth St., Vineland CCB) 


GE New Mexico am 


DICK KENT PHOTOGRAPHY Al 5-4540 
3705 Central Ave., N. E., Albuquerque (CCC) 
Cl) CAe) CAr) Cll) CPu) 
Wilma Van Doren Photography UN 3-3215 
611 McKee Dr., Gallup CCB) 
CAlbuquerque—148 mi.) 
TYLER DINGEE STUDIO YU 3-3840 
Penn Road, Santa Fe ccc) 


GEE New York 


GLEN S. COOK & SON 
COMMERCIAL PHOTOGRAPHERS GR 7-4131 
P. O. Box 48, Albany, 1 (CB) (Ae) Cle) 
deClercq Studio Tel. 4-2062 
127 Main St,, Binghamton ccc) 
Lovis H. Frohman DEerfield 7-4508 
5 Merestone Terr., Bronxville, 8 ccc) 
James E. Minor BEachview 8-3434 
370 E. 2nd St., Brooklyn, 18 Cle) 
HARE PHOTOGRAPHERS, INC. TL 33-4114 
5 Johnson Park S., Buffalo, 1 CCC) CAe) 
(Pu) 
Bob Wyer, Photographer Tel. 322 
Courthouse Square, Delhi ccc) 


Beach and Sandbank Studio HO 3-9166 
803 Orwood PI., E. Syracuse CCC) (1) 
CID CPR) 
Dean’s Distinctive Photography 
& Dean Color Service 
1 Philo Avenue, Glens Falls CCC) (Ae) 
Degnan Studio Tel. 2-1008 
9 Webster Ave., Glens Falls (CCB) CAe) (Le) 
Jinny & Wendy Neefus—Photogs. TA 8-132) 
745 Warren St., Hudson (CB) 
CAlbany—30 mi.) 
Miller Studio of Photography Tel. 3-324? 
188 Genesee St., Lockport (CC) 
Hoebermann Studios MUrryhill 7-0006 
49 W. 44th St., New York, 36 (CC) (1) (il) 
JOSEPH W. MOLITOR Wilson 1-258 
112 Pine Ave., Ossining C1) (Ar) 
The Fowler Studio PE 9-5800 
1031 Main St., Peekskill (CB) 
CNYC—50 mi. south on Hudson River) 
Wahl’s Aerial Photographic Service DU 1-1500 
4 Smallwood Dr., Pittsford, 22 CCB) (Ae) 
Hagar-Hart Studio Tel. 940 
46 Margaret St., Plattsburgh (CB) 
Hess Brothers Virginia 9-8972 
85-22 104 St., Richmond Hill, 18, L. I., N.Y. 
CManhattan—9 mi.) CCC) Cl) 
Hal Campbell Studio BAker 5-2133 
130 Clinton Ave., So., Rochester, 4 (CC) 
CONWAY INDUSTRIAL PHOTO CO. LO 2-707) 
164 Andrews St., Rochester, 4 CCC) (I) 
CHD CPR) 
Dan Owen & Co. GR. 6-4294 
224 Cedar St., Syracuse CCC) C1) (Ae) 
CAr) Cll) CPM) CPR) (Pu) 
Field Photo-Ilustration White Plains 6-6563 
66 E. Post Rd., White Plains (CB) 


@ North Carolina @& 


Frank J. Miller, Photographer DAvis 4-8758 
2115 12th Ave., N. E., Hickory CAr) CPR) 
Alderman Studios, Inc. Tel. 2-2506 
320 N. Hamilton, High Point (Fu) 
Faulk Studio AT 3-3413 
111 E. Franklin St., Monroe (CB) 

LEWIS P. WATSON 
COMMERCIAL PHOTOGRAPHY TEmple 2-9887 
1916/2 Hillsboro St., Raleigh (CC) 
Charles E. Talton Photographer PA 2-8519 
2001 Georgia Ave., Winston-Salem (CC) 
CAe) (Pu) 


Gi North Dakota 


OSBORN’S STUDIO Tel. 4169 
17 2nd Ave., W., Dickinson CCC) CPR) 


A ccneennessel atid 


Davidson Studio Tel. 636-1634 
209 N. Lynn St., Bryan (CC) 
Waltz the Cameraman, Inc., GL 5-9424 
438 6th St., N. W., Canton, 2 (CC) 
Brand Studios PArkway 1-1462 
1208 Central Parkway, Cincinnati, 10 (CC) 
¢1) ci) 

OSBORNE 
PHOTOGRAPHIC LABS., INC. MAin 1-3948 
505 Elm St., Cincinnati, 2 CCC) C1) (Ae) 
(Co) CPR) (Pu) 
C. W. ACKERMAN STUDIO MA 1-4695 
Box 526, Cleveland C1) CAr) Cll) 
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. 2-1008 
\e) (Le) 
\ 8-132 

(CB) 


. 3-3242 
¢CC) 
i 7-0006 
CH) Ch 
n 1-2586 
1) (Ar) 
E 9-5800 
(CB) 
or) 
J 1-1500 
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Tel. 940 
(CB) 


r 5-2133 

(CC) 
>) 2-707) 
CC) (I) 
11) CPR) 
. 64294 
1) (Ae) 
R) (Pu) 
s 6-6563 

(CB) 


Zz 


s 4-8758 
\r) CPR) 
|. 2-2506 
(Fu) 
T 3-3413 
(CB) 


e 2-9887 
(CC) 
A 2-8519 
(CC) 
e) (Pu) 


fel. 4169 
C) CPR) 


536-1634 
(CC) 

L 5-9424 
(CC) 

y 1-1462 
» (CC) 
¢1) cl) 


n 1-3948 
1) (Ae) 
R) (Pu) 
A 1-4695 
Ar) cil) 


HOWARD STUDIOS SUperior 1-2526 
1619 Brownell Ct., Cleveland, 15 (CC) CI) 
CAe) Cll) CPR) 
ARTHUR BURT, INC. 488-4215 
1174 W. 5th Ave., Columbus, 12 (CB) 
Bob File Photography HU 8-7916 
2737 Camden Rd., Columbus, 21 CCB) 
firestone Photographs CApitol 8-5883 
168 N. 3rd St., Columbus, 15 CCB) 
Busch Color Photography DU 2-7393 
328 W. Center St., Marion CCB) 
(Columbus—42 mi.) 
larry Couture Studio CHerry 2-2131 
2823 Collingwood, Toledo, 10 CCB) 
Robert Packo OX 1-4566 
1902 Front St., Toledo, 5 Cl) (Ae) CAr) 
Cl) CMa) CMo) (Pu) 
Walbridge & Bellg Photographs CH 1-1164 
441 Melrose Ave., Toledo, 10 (CC) (1) (Ae) 
(Ar) CID 
HARDMAN STUDIO EXpress 9-3944 
1128 Westover Dr., S. E., Warren CCB) 
(Youngstown—12 mi.) 


G8 Oklahoma = 


Carl's Studio CAstle 4-2716 
309 Okla. Nat. Bank Bldg., Chickasha (CB) 
Cle) 

Eldon Davis AD 7-0286 
1415 W. Maine, Enid ccc) 
RAY JACOBY—PHOTOGRAPHY CE 9-2003 
607 N. Shartel, Oklahoma City, 3 CCB) 
(Ae) CAr) 

Meyers Photo Shop CE 5-2344 
325 N. Robinson St., Oklahoma City, 2 (CB) 


ewe 


BALL STUDIOS PL 3-5721 
Ball Building, Corvallis CCB) 
Condit Studios CA 6-3965 
12 N.W. 8th St., Portland, 9 ccc) 
DELANO PHOTOGRAPHICS BE 6-2139 
1536 S. E. 11th Ave., Portland, 14 (CC) (CI) 
(Ae) CAM) CAr) CMo) CPM) (Pu) 
PHOTO-ART COMM. STUDIOS CA 7-5411 
420 S.W. Washingtor: St., Portland, 4 (CC) 
(I) (Ae) CAr)CCo) CII) Cin} CPM) CPu) (SF) 


@@ Pennsylvania = 


Ken Smith—Photographer REgent 7-2921 
1715 Letchworth Rd., Camp Hill CCB) 
(Harrisburg—2 mi.) 

The J. Richard Thorne 

Studio of Photography Blackburn 8-9501 
22S. Third St., Easton CCB) 

Elmer Donor Photo Studio Tel. 2-4274 
658 E. 7th St., Erie CCC) Cl) CAr) Bi) CID 

Sterling Studios JO 4-3887 
3510 Derry St., Harrisburg CCB) 

Studio of R. William Uhler CR 2-4231 
920 Willow St., Lebanon ccc) 

BERRY & HOMER WA 5-6443 
233 N. 12th St., Philadelphia, 7 ccc) 

RR. Frame & Co. IVyridge 2-4280 
531 Hermitage St., Philadelphia, 28 (1) CIID 
(7.5 miles to City Center) 

Robert B. Grubb—Photography Li 8-0869 
6142 N. 10th St., Philadelphia, 41 CCB) 


Cortlandt V. D. Hubbard LOcust 7-4375 
2201 Chestnut St., Philadelphia,3_ CAr) CI) 
CHAS. P. MILLS & SON 
PHOTOGRAPHY, INC. WA 5-1102 
708 S. Washington Sq., Philadelphia, 6 CCC) 
Cl) CAr) CFe) CID 
Quaker Photo Service Co., Inc. WA 2-4444 
914 Walnut St., Philadelphia, 7 (CC) (Co) 
A. CHURCH PHOTOGRAPHERS FAirfax 1-2700 
613 Allegheny Ave., Pittsburgh, 33 ccc) 
C1) cil) 
Paul Bauer Photographer FR 2-7930 
608 Franklin St., Reading CCB) (Pu) 
LAWRENCE S. WILLIAMS, INC. SU 9-3030 
9101 W. Chester Pike, Upper Darby (1) CAr) 
(Philadelphia—1 mi.) 


=a Rhode isiand = 
COMMERCIAL 


PHOTO PRINT SERVICE JA 1-6686 
393-401 Knight St., Providence, 9 CCB) 


= South Dakota =m 


Tel. 8-5324 
CCB) CAr) 


Photography by Joel 
519 W. 22nd St., Sioux Falls 


MMM Tennes - == 


ALLIED 
PHOTOGRAPHIC ILLUSTRATORS BR 4-3679 
629 S. Cooper, Memphis, 4 CCC) CI) CAr) 
(Fu) Cll) 
McKinley Studio JUniper 6-2561 
127 W. Main St., Morristown CCB) 


ee ll 


Ray Wagner, Photographer DR 4-5942 
1911 Washington Ave., Amarillo CCB) 
Bill Malone—Photography GR 6-6992 
1010 N. Lamar Blvd., Austin, 3 ccc) 
Roland Chatham Studio TAylor 2-8495 
204 E. 32nd St., Bryan CCB) CAr) 
GOLD'S STUDIO TUlip 4-9333 
1118 S. Staples Ave., Corpus Christi ccc) 
C1) CAe) (Pu) 
Gary & Clark Photography RI 1-5616 
1003 Camp St., Dallas, 2 ccc) 
Wm. Langley, Inc., Photographers RI 7-2557 
1400 Slocum St., Dallas, 7 (Fu) Ci) 
Alphonse Simone 
Advertising Photography 
2571 Fairmount, Dallas, 1 
Photographic Associates 
1731 Montana St., El Paso 
W. D. Smith 
Commercial Photographs 
1307 W. El Paso, Fort Worth, 3 


RI 7-2739 
CCC) C1) CD 
KE 2-3909 
(CC) (Pu) 


EDison 5-5555 
CCC) CCI) 
(Ae) CPM) 
Olson Studio SOuthfield 2-6796 
1616 Tremon St., Galveston CCB) 
Vernon R. Henriksen & Assoc. UN 1-1776 
5701 Memorial Dr., Houston, 7 ccc) 
HARPER LEIPER STUDIOS JAckson 6-2101 
280C W. Dallas, Houston, 19 CCC) (Ae) 
(Ar) Cll) Cle) CPu) CSP) 
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PHOTOGRAPHY BY 
STILES & ASSOCIATES CA 4-1891 
1318 Nance St., Houston, 2 (CCC) CI) CAe) 
CAr) CFu) Cll) CMa) (Pu) 


Fred Winchell JAckson 9-4708 
3327 D’Amico, Houston, 19 cil) 
Woodallen Industrial Photogs. JA 6-1747 


3505 Louisiana St., Houston, 6 ccc) CI) 
(Ae) 

Nichols Studio Tel. 5120 
307 E. Commerce St., Jacksonville (CB) 
LANDE STUDIO TA 4-2451 


3133 N. McCullough Ave., San Antonio, 12 


cil) 

WALT HAWKINS 
PHOTOGRAPHY ILLUSTRATION PR 8-3222 
107 N. 2nd St., Temple CCB) 
Tom Nunnery Studio PR 8-1272 
611 M. 3rd St., Temple CCB) 
JAY OISTAD & ASSOCIATES LY 2-0971 
525 W. Houston St., Tyler CCB) CAr) 
Gerdes Photographer HI 3-6141 
204 E. Constitution St., Victoria (CB) Cle) 
Windy Drum Studio PL 3-2232 
2416-18 Columbus Ave., Waco CCB) (Ae) 


ANRC 


Collins & Morris EX 2-8683 
2443 Kiesel Ave., Ogden CCB) (Ae) 
William Beal Studio EM 4-6489 
59 Richard St., Salt Lake City, 1 CCB) Ci) 
CAr) Cll) 






GEE Vermont =! 


PR 3-3660 
CCB) 


Norm Porter Studio 
94 Grove St., Rutland 


et ll 


Sherman Gray Associates TUrner 5-2310 
_ P.O. Box 797, Springfield ccc) 
Patterson Photographic Service MA 8-2861 
315 W. Main St., Abingdon CCB) 
Russell D. Councill, Photographer EL 9-5406 
418 N. Stafford Ave., Richmond, 20 CCB) 
(Ae) 

Dementi Studio, Inc. Milton 8-9003 
121 E. Grace St., Richmond, 19 ccc) 
Hamblin Studio Tel. 3711 
152 N. Main St., Suffolk (CB) 


CNorfolk—20 mi.) 


Gi Washington Ha 


Evernden Studio PE 6-4314 
213 N. Pearl St., Centralia CCB) 
Midway Photo LO 4-4751 
802 Colcrado, Pullman ccB) 
Roger Dudley MA 2-8878 
64 Cobb Bidg., Seattle, 1 (CB) C1) CAr) 
Monroe & Akins MAin 3-2440 
500 Yale No., Seattle, 9 CCC) CFu) 
Yang Color Photography MUtval 4-5131 


1305 3rd Ave., Seattle, 1 ci) 


CHAS. A. LIBBY & SON MA 4-5535 
So. 218 Lincoln, Spokane, 4 (CC) (Ae) 


RICHARDS 


COMMERCIAL PHOTO SERVICE MA 7-911} 
734 Pacific Ave., Tacoma, 2 (Ae) (Ar) 
CH) (Pu) 










Gi West Virginia im 


CARR PHOTO SERVICE, INC. 
3393 Main St., Weirton 






Tel. 1923 
CCB) (1) 





Ga Wisconsin Sia 


Rueckl Studio RE 3-8383 
206 W. College Ave., Appleton (CC) 
WILLIAM WOLLIN STUDIO Alpine 6-3993 
20 N. Carroll St., Madison, 3 CCC) Ch) 
CAr) Cll) 

Cardinal Studio SUnset 6-5404 
P. O. Box 2541, Milwaukee, 14 (CB) 
POHLMAN STUDIOS, INC. Di 2-6363 
527 N. 27th St., Milwaukee, 8 (CC) (1) 
CAr) CDT) CEn) Cil) (PM) 

WARREN S. O'BRIEN STUDIOS LI 2-3446 
304-306 N. East Ave., Waukesha (CC) (Ae) 
CAn) (Co) CFu) Cle) (Pu) 






















[Zt Wyoming Sa 


Tel. 58-7-3007 
(PR) 





Jack Richard Photo Studio 
915 Rumsey Ave., Cody 










eet fe rta 


Richard G. Proctor, 
Commercial and Industrial Photog. GA 4-2882 
7341 104 Street, Edmonton CCB) Cll) 
Wells Studios HU 8-4559 
10505 Jasper Ave., Edmonton CCC) (Ae) 
CAr) (Co) 









@ British Columbia & 






ROLLY FORD 
PHOTO PUBLICATIONS, LTD. WA 2-4620 
2195 Palmerston Ave., Vancouver (CC) 






C1) CAe) CAr) CIID CPR) (Pu) 










BEE Manitoba a 


DAVIDSON STUDIOS GL 3-854! 
106 Osborne St., Winnipeg, 13 (CB) 
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m3 New Brunswick @ 


The Clares Photographers Tel. 665 
11 Squire St., Sackville (CB 











ntitw -h 
bd tone -b 


















Victoria 4671 
(CB) (1) 


Lewis & Randall Ltd. 
200 Stratford Rd., Birmingham, 11 
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in Esopus Tint — green, canary, goldenrod, blue, india, ivory, pink or ESOPUS TINTS TEXT 
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This insert printed on Cantine’s Esopus Tints Canary Text 25x38-4 


Multi-color with two impressions or 


TWO COLORS WITH ONE IMPRESSIO 


Cantine’s “Esopus Tints” today offer a wide variety of process inks gain exceptional beauty of color and ceptho 
coated papers in pastel shades*. . . bright enough to attract quality. 


special attention yet subdued enough to preserve and em- 


Ask your Cantine merchant for samples, or writ»: 


bellish the finest detail of photographs. On an Esopus Martin Cantine Company, Saugerties, N. Y. CS; 


Tint, one ink impression gives a two-color effect; and in Coated Papers since 1888). 


FOR LETTERPRESS 
HI-ARTS VELVETONE DULL 
ASHOKAN ESOPUS TINTS TEXT 
M-C FOLDING BOOK ESOPUS TINTS COVER-BRISTOL 
M-C FOLDING COVER ESOPUS POSTCARD 
ZENA SOFTONE 


FOR OFFSET 
HI-ARTS LITHO C.1S. CATSKILL OFFSET C.2S. 
ZENAGLOSS OFFSET C.2S. ESOPUS POSTCARD C.2S. 
ZENAGLOSS COVER C.2S. ESOPUS TINTS TEXT 
LITHOGLOSS C.1S. ESOPUS TINTS COVER-BRISTOL 
CATSKILL LITHO C.1S. VELVETONE DULL C.2S. 





*ESOPUS TINTS TEX 
Canary, Green, Blue, India, Pi 
Peach, Goldenrod, Ivory 
Basis 23 x 35 25 x 38 


e ) 70 119 140 
80 _ 160 

*ESOPUS TINTS COVER-B 

Canary, Green, Blue, India, Pink 


COATED PAPERS ‘a “100 ‘28 30 











pringfield’s 9th 


Copy was read ... and judges consid- 
ered production costs and probable results 


Springfield’s show is sponsored by the 
Advertising Club. Show was judged by 
McCall’s AD, Otto Storch, and Boston 
Globe promotion manager Jack Coan. 
Best-in-show award went to the Buxton 
ad shown here. Printer’s Ink editor 
Woodrow Wirsig was guest speaker at the 
awards luncheon. Club president John 
Fitzgerald presented the awards. Show 
chairman was Walter Ellis, advertising 
manager of the Eastern States Farmers 
Exchange. 


1) AD: Ben Spiegel 

Photo: Marty Bauman 
Agency: Doyle Dane Bernbach 
Client: Buxton, Inc. 
Art: Anthony Naiden 
Agency: Gibney & Barreca 
Client: Holyoke Card & Paper Co. 
Ad manager: Wenona Dolan 
Advertiser: Steigers 

i allyaten, “Procowhide, “Pi elegance. the Concord MOM ol hes be Ad manager: John Huges 


wt bed every been proce ob panpes comme bibety ts eee eel hell there beoetdtull, Mak of dy 
lected cath: Sobenel ih iis, 31 HN, Rtaice Miwacs, ssth Advertiser: John H. Breck 


cvmllene wetth tentewerd gonatcthon tram SHED The bron ““LORO BUXTON AD: Jey Cen 
Photo: I. J. Becker 
Agency: Remington 
Client: Springfield Institution 
for Savings 
Client: Walter Whittum, Inc. 
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Seattle’s ADC made major progress in 
calling its work to public attention by 
putting its 12th annual exhibition on 
display at the Seattle Art Museum. The 
show was judged by Boyer Gonzales, head 
of the University of Washington Art 
Dept.; Cy Snyder, Director of Design, 
West Coast Div., Container Corp. of 
America; John Gilbert, AD, Cockfield- 
Brown, Vancouver; Lloyd Carlson, Law- 
ton Printing Co., Spokane; and Bob 
Reynolds, freelance illustrator, Portland. 
The Frederick & Nelson and General 
Insurance Co. pieces and the Boeing 
booklet shown here won gold medals. 


1) AD, design: Les Meyers 
Art: Ted Wada 
Agency: Fletcher, Richards, Calkins 

& Holden 
Client: The Boeing Co. 

2) AD: Myron Graybill 
Design: Ed Hansen 
Art: Han Jorgenson 
Client: Frederick & Nelson 

3) AD: Les Meyers 
Design: Bob Overby 
Art: Pierce, Morgan, Overby & 

Amundsen 
Client: Boeing, Transport Div. 

4) AD, design: Associate Artists 

Photo: Charles Pearson 

Agency: Kraft, Smith & Ehrig 

Client: Builder’s Brick 

TV animation 
AD: Doug Sandland 
Design, art: Era Productions 
Agency: Cole & Weber Inc. 
Client: General Insurance 

6) AD: Myron Graypbill 
Design, art: Mary Cozakos 
Client: Frederick & Nelson 

7) AD, design: Bob Overby 
Photo: Photographic Productions, 
Ine. . 

Agency: Cole & Weber Inc. 

Client: Western Red Cedar 


AD: Don Eklund 
Art: Ted Rand, Graphic Studios 
Client: Pendleton Woolen Mill 














Seattle's 12th 
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Collector's items: the lover of art prizes the timeless beauty of the T'an; 
discriminating man chooses tes from Coumteas Mara for their luxurious sil} ones a 
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Ties shown, lett to nght, $30. $10, 1250, $20 and $15. Furnishings, men's sh 










, There's ® quiet dignity, a quality of ever- 
lasting beauty in « church built of brick. Architects 
are enhancing this inherent charm by creative 
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Omaha's 


The graphic gimmick ... must be... the 
heart of the message 


Gil Goodwin (AD, BBDO, Pittsburgh), 
judge of the 5th exhibition of Omaha's 
ADC, looked for “talent . . . to which the 
individual has added degrees of innova- 
tion, color sense, design technique, dar- 
ing and taste.” He especially sought 
visual devices with a message purpose. 
“The graphic gimmick . . . must be the 
heart of the message, not just the stop- 
per.” He notes that in the East, from 
Cleveland to New York, the photograph 
is the big stopper, other areas emphasize 
typography, and the Omaha area seems 
to rely more on illustration. Some of the 
show’s top pieces are shown here. The 
club printed its first annual catalog, 12 
pages plus cover. Judges, along with Mr. 
Goodwin, were Ralph Cavalier and Pete 
Gianni, also of Pittsburgh. 


1) AD, art: Bill Fries 
Client: KMTV 
2) AD: Frank Ervin 
Art: Frank Ervin, Fred Randall 
Agency: Bozell & Jacobs 
Client: Northern Natural Gas 


3) AD, art: Pat Sindt 
Agency: Goodsell Dawson 
Client: Metz Brewing 


4) AD: Frank Ervin 
Art: Ben Dennison 
Agency: Bozell & Jacobs 
Client: Northern Natural Gas 
5) AD, art: Bill Fries 
Agency: Allen & Reynolds 
Client: Fairmont Foods 


6) AD: Quentin Moore 
Art: Walter Griffith, Milton Wolsky 
Agency: Allen & Reynolds 
Client: Fairmont Foods 


7) AD: Joe Van Hosen 
Art: Howard Shoemaker 
Agency: Bozell & Jacobs 
Client: Hotel Blackstone 
8) AD: Quentin Moore 
Art: Ken Willmarth, Rudy Rampacek 
Agency: Allen & Reynolds 
Client: Fairmont Foods 


—~ 
ro) sot 


AMTV CHANNEL 2 OMAHA 





STE TePET TS 





A 





Direc 





SCSI TIPET ISS 





2a 


4M 


MOBQGrN ZTE 











HOTEL BLACASTONE YOUR SCHINEMEL HOt" 


happy-go-healthy dribblers like Fairmont Milk 


a 
Seen eee 


Ai’ Direction / The Magazine of Creative Advertising / August 1961 





ashington 's 12th 


160 pieces comprised the 12th annual 
exhibition of the ADC of Washington, 
D. C. These were picked from nearly 
1,000 entries by judges Art Cady, Young 
& Rubicam, N. Y.; Irwin Glusker, Ameri- 
can Heritage; Irving Miller, New York 
designer. Awards were presented by 
David Dickson, AD for Army Times 
Publishing Co., and Lee Perri, Executive 
AD for Larrabee Associates. Mr. Dickson 
and Mr. Perri were co-chairmen of the 
Art Show Committee. Club president is 
Tom Huestis of Nation's Business. Shown 
here are the show’s gold medal winners 
(1-5) and two winners of Distinctive 
Merit Awards. 


1) AD: Kenneth R. Hine 

Photo: Carl Fischer 

Client: Quest magazine 

AD: Mel Emde 

Art, design: Lou Nolan 

Client: Methodist Board of Christian 
Social Concerns 

Entered by: Creative Arts Studio, 
Ine. 


AD: Kenneth R. Hine 
Photo: Charles Rotkin 
Client: Quest magazine 


AD: Ray T. Graham 

Art: Graham Associates Inc. 
Design: Donald A. Thompson 
Client: Arabian American Oil Co. 
AD, art: Murry Gelberg 

Client: Polly Prim Launderers 
Entered by: The Design Room 

AD: Joseph A. Taney, Maria Ealand 


Designer: Charles C. Uhl 
Client: America Illustrated, U.S.1.A. 


AD: Joseph A. Taney 
Art: Anthony Saris 
Client: America Illustrated, U.S.1.A. 
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in 
Philadelphia 


At the Art Alliance 


Through Aug. 16: Philadelphia Water 
Color Club, permanent collection water- 
colors, prints and drawings. Through 
Sept. 17: What in the World, articles 
used on tv program; Everyman’s gallery, 
general exhibition. Through Sept. 20: 
Flowers, Rose Becker, Rachel H. Cart- 
ledge, Jessie Drew-Bear, Margaret Gest, 
John Haigaard, Charlotte Ridpath, Pearl] 
A. Van Sciver, Elizabeth Davis Wolpert. 


Richard W. Moore New vp and head 
to Cawley-Neff of the new mer- 

chandising and 
promotional services division at Cawley- 
Neff Associates is Richard W. Moore, for- 
merly AE for Mel Richman Inc. where 
he served 7 years. Earlier he held adver- 
tising posts with John Wanamaker de- 
partment store. 


POP exposure cost study 
presented at Philadelphia meeting 


Research results on actual exposure ar 
a method to compute cost per thousar 
for point of purchase advertising we 
presented at Point of Purchase Day 
Philadelphia. The report, by Point 
Purchase Advertising Institute’s executi 
director William W. Mee and director 
marketing Jarvis Doctorow, conclud 
that POP is the cheapest advertisi 
available. 

Studies backing that statement 
cluded a 12 day test of 6500 displays 
3 drug chains where about 7 million « 
posures were noted, with cost per thi 
sand at 48¢. To arrive at cost per th« 
sand, several factors were taken i 
account: the number of displays, cost | 
display, type of outlet, total number 
exposures. 

A slide rule type of test which can 
used by advertisers to check their oy 
POP material has been devised by Doc 
row and will be distributed by POPAI. 





agency ® barris d. mc kinney, inc. 
art dir. © morris guariglia 
client @ rudd-melikian, inc. 
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N EWS National Society of Art Directors 


NSAD’s Ist national 
exhibit now touring 


The show held in Chicago at the NSAD 
annual meeting has been organized as 
a travelling exhibit. It includes 20 pieces 
from as many clubs. The travelling 
show is under the supervision of 

Carl F. Klinghammer, chairman of NSAD 
exhibitions and NSAD 2nd vp. He is 
AD at D'Arcy, 13th & Olive, St. Louis 3, 
Mo. To book the show, contact 

Mrs. Janet Orr, NSAD, 115 E. 40 St., 
New York 16. The only charges are 1 way 
shipment costs from previous booking. 

The following message from NSAD 
president Arthur T. Lougee introduces 
the exhibit: 

“Virtually all effective messages which 
reach the public, and especially those 
sponsored by business, acquire their 
visual appearance—style if you will— 
through the ministrations of an art 
director. He is a member of a relatively 
new profession. Though the public is 
continually influenced by his work, and 
though the business man continually 
employs it, neither the public nor 
business has a real understanding of the 
art director's skills or powers. 

“No few samples could possibly do 
justice to this intriguing field, or amply 
demonstrate the amazingly diverse 
effectiveness of this profession. The 
present exhibition attempts, however, 
to reveal some of the variety of forms, 
purposes and successes of the art direc- 
tor’s work, and to bring to notice the 


widely scattered fields of his endeavor.” 1) Art Directors Club of Denver: Keep- 


sake Mailer. AD Fred J. Korge; Artist 
Tom Ballenger; Client Baxter & 
Korge Studio, Houston. 





2) Art Directors Club of Buffalo: Insti- 
tutional Brochure. AD Clifford N. 
Hehr; Photographer Joseph J. Crilley; 
Client William J. Keller, Inc. 

3) Art Directors Club of Cincinnati: Ex- 
hibition Announcement. AD Frank 
Bertke; Artists Stan Brod, Bill Son- 
tag, Carole Bowman, Guy Salvato, 
Bruce Blackburn of Rhoades Studio 
Staff; Client Art Directors Club of 
Cincinnati. 

4) Art Directors Club of Memphis: Ex- 
hibition Announcement. AD B. H. 
Gardner; Artist Jason Williamson; 
Client Art Directors Club. 

5) Art Directors Club of Pittsburgh: 
Magazine Ad. AD Arnold Varga; 
Photographer Carl Fischer; Agency 
BBDO; Client U. S. Steel. 

6) St. Louis Art Directors Club: Film 
Strips. AD Jim Cunningham; Artist 
Robert Blair; Client Brown Shoe Co. 


7) Dallas-Ft. Worth Art Directors Club: 
Newspaper Ad. AD Art Shipman; 
Artist David Renning; Client Nei- 
man-Marcus. 








8) Art Directors Club of Cleveland: 


Trade Insert. AD David R. London; 
Photographer Wingate Paine; Agen- 
cy Griswold-Eshleman Co.; Client 
B. F. Goodrich Chemical Co. 


9) Milwaukee Art Directors Club: An- 


nual Report. AD Robert E. Vogele; 
Artist Antonio Frasconi; Agency Brad 
Sebstad Inc.; Client Ansul Chemical. 


10) Art Directors Club of Atlanta: Invi- 


tation to a Competition. AD Herbert 
M. Meyers; Artist Tom Hollings- 
worth; Client Mead Packaging. 


11) Art Directors Club of Columbus: 


Book Illustration. AD/artist Bill Tur- 
ner; Client Winston Publ. Co. 


12) Art Directors Club of Greater Miami: 


250 HP 
WATURALLY! 


Prestige Brochure. ADs Gerald Bo- 
gorad, Arthur Ehrhardt; Photogra- 
pher Rudi Rada; Agency Bogorad & 
Ehrhardt; Client American Airmo- 
tive Corp. 

Art Directors Club of Kansas City: 
Booklet Cover, “Ceramic Braze.” AD 
W. A. Fetter; Photographer Don 
Hill; Client Boeing Co., Wichita Div. 
Art Directors Club of Chicago: Maga- 
zine Ad. AD Thomas L. Durfee; Ar- 
tist Nicolas Sidjakov; Agency NLB; 
Client Cummins Engine Co. 

Art Directors Club of Metropolitan 
Washington: Employe Poster. AD 
Ray T. Graham; Artists Fred C. Ott, 
Donald A. Thompson; Client Ara- 
bian American Oil Co. 


anamcan smears commonaron fi 








16) Art Directors Club of Los Angeles: 
Experimental Film, “The City.” AD 
John Urie; Designers Joanne Nor- 
man, Charles Frazier; Cameraman 
Kent Wakeford; Producer John Urie 
& Associates. 

17) Art Directors Club of Boston: Em- 









ploye Poster. AD Bud Burnham; 
Photographer Jet Photo; Agency 
Harold Cabot & Co.; Client New 






England Tel. & Tel. 

18) Art Directors and Artists Club of San 
Francisco: Full Color Newspaper Ad. 
AD George Coutts; Artist Betty 
Brader Ashley; Client Joseph Magnin. 

19) Rochester Art Directors Club: Maga- 
zine Ad. AD Seth Fagerstrom; Artist 
Federman, Adams & Colopy; Agency 
Rumrill Co.; Client Eastman Kodak. 









20) Art Directors Club of Montreal: s 
Magazine Ad. AD Alan Wilkinson; wu 
Artist Jean Simard; Agency Foster & vi 
Adv.; Client Northern Electric. fr 
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SASKATCHEWAN 
goes FORWARD with CANADA 








rade talk 


RT DIRECTORS BALTIMORE: AD 


Warren T. Somer- 
le designed Avalon Hill Game Co.'s “man- 
2>ment’’ business game package and J. E. 
ith Co. manufactured it. The pack won an 
ard of excellence from Natl. Paper Box 
yrs. Assn. as an example of progressive 
kaging . . . Irv Yaniger. who has been 
h VanSant Dugdale and most recently de- 
1 consultant with Gilbert Sandler agency, 

joined new agency Leon Shaffer Golnick 

AD ...ADC to publish the first area 
iphic Arts Directory, a centralized infor- 
ion service for everyone in creation, pur- 

se or production . . . BOSTON: Arthur 

V¥ ifrum, head AD for BBDO here, retired. He 
ed the agency 21 years .. . Lou Bortone 

1 Sackel-Jackson where he was associate 

to WBZ-TV as AD . . . CHICAGO: Bill 

th, former associate AD at Redbook maga- 
now associate AD at Show Business 
trated .. . Eugene Mandarino from Comp- 

to Edw. H. Weiss & Co. ... ADs Luke 

W liamson, Gary Kokes and Ralph Toumela 
od FSR. Williamson had freelanced, Kokes 

ha i been with FCB and Bozell & Jacobs, and 
To mela had been AD with Fulton, Morrissey 
The new Post & Mohr agency, successor 

to Gordon Best Co., named George Svestka 
AD. He has been with FCB, Campbell-Mithun, 
etc... . Francis M. Smetko, consultant AD, 
joined the new merchandising/communica- 
tions consultant firm Carter, Pinson, Miller Inc. 
... James Galloway, former vp/ AD of Manda- 
bach & Simms, to Frank Hubacek & Associates 
DETROIT: Maxon vp/AD Rocco DiMarco, 

56, died following a heart attack. A member 
of the Adcraft Club, he had been with Maxon 
since Aug. 1, 1930 ... GRAND RAPIDS: Bruce 
Berkel joined creative staff at Stevens Inc. 
He had been with Aubrey, Finlay, Marley & 
Hodgson, Chicago . . . LOS ANGELES: Jerry 
Bunce’s Arcadia studio has a new number, 
AT 7-6874 . . . Bob Hyskell from Technical 
Publications to Technical Communications... 
NEW YORK: Adam J. Grodin was promoted 
vp for art at Shulton Inc. . . . Herb Meyers, 
formerly with Mead Packaging, now at Lord 
Baltimore Press (NY office) as director of de- 
sign. Duties include both graphics and pack- 
ng for plants in Baltimore, Clinton, Ia. and 
Mead he was director of 
. Robert Benton from graph- 
. International 


incinnati. At 
hic design .. 
jitor to AD at Esquire .. 
Co. named Gene Minnigerode creative 
or... Name change of Smith, Hagel & 
sen to Smith, Henderson & Berey doesn't 
ve art dept. Hal Josephs has been crea- 
\D for about a year. (William Knudsen 
out 8 months ago to become senior vp 
en. mgr. of E. M. Freystadt Associates.) 
‘p William J. Berey’s name was added to 
1ame to publicly clarify ownership .. . 
ll Co.'s office at 1 Rockefeller Plaza was 
ned by AD Ted Freed in almost all white 


in 
Chicago 


1) 


B) usa exHisition 


Cc) 


Each of these 
trademarks, logos, 
symbols designed by Chicagoans has to 
convey a complicated message in a simple 
memorable manner. 

A), trademark for A. J. Nystrom & Co., 
publishers of maps, globes, charts. Used 
b/w or with blue globe. Designer Burton 
Cherry & Associates. 

B), symbol for U. S. agricultural exhibi- 
tion in Cairo, Egypt, which is sponsored 
by Depts. of Commerce, Agriculture & 
State. Designer Klein Wassmann. 

C), trademark for Northwestern Uni- 
versity Press. AD Robert Armstrong. 
Designer/artist Wayne H. Gallagher. @ 
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BLAZE 


Nationally proved and accepted black 
and white retouchers photo bleach since 
1955. Send for FREE SAMPLES and instruc- 
Dealers invited. 


URBAN ART SERVICE 


2506 Lake View Ave., Chicago 14 


tions 











with strong accent colors and color keyed 
furniture. Walls are hung with paintings from 
Museum of Modern Art and one area shows 
transparencies of representative ads... James 
Ecklund succeeds Richard Chipley as AD of 
Saks Fifth Ave. Chipley was promoted to 
creative advertising mgr. . . . Peter Palazzo 
resigned as advertising and visual director 
of Henri Bendel . . . Silvio Ciancio was elected 
a vp of Albert Frank-Guenther Law. He is 
associate AD... Gerald N. Kurtz Advertising 
changed name to Kurtz & Finkle Advertising. 
William B. Finkle, exec vp and creative direc- 
tor, had been with Ritter, Sanford, Miller & 
Kampf as vp/AD... Promotions at Monogram 
Art Studio: Steve Bender, vp, to exec vp, and 
Richard Schwartz, sles contact AD, to vp. 
The studio moved to 1150 Avenue of the 
Americas . . . Jules Granowitter from Al Paul 
Lefton to Chalek & Dreyer as senior AD and 
member of the plans board . . . Tony de la 
Vega. designer/AD, moved to 61-15 97th St., 
Forest Hills North, L. I. . . . Gene Cook is 
AD/editor of Bravo, a new national quarterly 
due in September. To be same size as the 
New Yorker, it will be devoted to music and 
the lively arts and will carry inserts of local 
concert programs. It will have 4-color covers, 
offer some color in the body, will be letter- 
press printed by McCall's Corp. Cook, former 
entertainment editor of Life, will buy cartoons, 
photography and illustration at Bravo's 
offices, 17 W. 71 St., New York 23, SC 4-4390 


. . . Lancer Books are paperbacks that ap- 
peared this summer, will include originals 
as well as reprint titles. Art direction and 
design by Hal Siegel and Scottie Maltz of 
S. A. Summit. Using art and photography, 
are looking for offbeat illustration different 
from “usual paperback look.’ SAS is at 18 W. 
55 St., PL 7-5820 . . . Norman Snyder. AD of 
the American Gun magazine, addressed Asso- 
ciated Business Publications meeting, empha- 
sized importance of paper to design . . . Mort 
Meyerson, who has been with agencies, cos- 
metic firms and movie companies for 15 years, 
is now directing design and development of 
POP and promotional material for Lehn & 
Fink's corporate art dept. Seymour Kent is the 
department's director .. . Vincent Di Giacomo 
from OBM to Lawrence C. Gumbinner .. . 
OAKLAND: Kaiser Center invited Oakland Art 
Museum to hold sezies of exhibitions. First 
show included works of California artists. 
Kaiser arrangements were made by Bob 
Rieser, AD of Henry J. Kaiser Co., Jack Gal- 
liano of Kaiser Graphic Arts, and Hal Babbitt. 
exec asst. to Edgar Kaiser . . . Oakland's mu- 
seums benefit from a special municipal bond 


issue— $6 million . . . Hazel Bray will instruct 


children’s art classes Aug. 22-Sept. 1 at the 
Oakland Art Museum. Registration is Aug. 
14-18 . . . PALO ALTO: A new post at Hal 
Lawrence Inc. is designer/AD and it is filled 
by Glen Littlefield, formerly with a Chicago 
graphic design studio and with Capper Pub- 


lications, Topeka .. . PITTSBURGH: Al Jenkin 
from FSR to Wm. G. Johnston Co., as creativ 
director . . . RICHMOND: John F. Gilbert frc 
Cargill, Wilson & Acree to A. H. Robins C 
as designer/artist . . . To Cargill, Wilson 
Acree: Frank Ceglia of New York, as as: 
ciate AD; Ted McNeal of Orlando, as as 
AD; Eldred Van Fossen, of Baltimore, as arti 
David Bullock, RPI grad, as artist ... PF 
Caldwell from Advertising Associates to M 
tin, Remick & Moore Art Studio. . . Al Casci 
AD of Cargill, Wilson & Acree, addressed 
Richmond Camera Club on Creativity in F 
tography ... A seminar for commercial 
majors at Richmond Professional Institute \ 
held at Cargill, Wilson & Acree. Three 
sions of 4 hours each were held. At the f 
students were introduced to the operat 
of an agency; at the 2nd, they were giver 
assignment under actual working conditi 
and the 3rd was a finished art assignn 
Agency will make this an annual affair 
Ramon Lago has been named AD at Zim 
McClaskey-Frank . . . Bob Tanselle transfe 
to ZMF’s Louisville office as AD for Th 
Industries acct. . . . ST. LOUIS: John H. 
guson joined Hebert Advertising as art 
duction director . . . Dick Martin had beer 
for Roman Advertising before joining Joh: 
Gertmann & Associates as creative dir. 
. . Recently added ADC members inx 
James B. Wortman, and Kenneth Meng, 


of Gardner; Jeanno Yakubian, Yaku 
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A. ociates; H. B. Engel, Natl. Typesetting; Jim 
sor, Cassell & Paul; Marilyn Guerdan, and 
etta Buechler, both of Ralston Purina Co. 
SOUTH BEND: John J. Bencsics has been 
1oted to AD/vp/member of the plans 

d, at Jones & Taylor . . . SYRACUSE: 
y C. Millard, AD of Barlow Advertising, 
elected exec vp . . . WASHINGTON: 
»r C. Douglas, 67, died. Retired, he had 
AD of Nation's Business and of pub- 
ons of the US Chamber of Commerce, a 
j book designer and typographer. He re- 
xd to book designing 4 years ago and 
vork was included in the 1958 AIGA 50 
s. Once a partner in a New York agency, 
as a member of the New York Art Direc- 
Club and an honorary life member of 


r @ DESIGN BALTIMORE: Tower 
Studios added Ed- 


Ward, formerly art asst. to Ed Ennis in 
ant, Dugdale’s production dept... . 
Culbertson is 
»st Graphic Services, new printing firm 
Bill Davis, formerly at Joseph Katz Co., 

Lavyne, and Newhoff-Blumberg, has 
d a studio at 8 E. Mulberry St. . . . BAR- 
TON, ILL.: Artype Inc. won a patent on 
lettering. 


“artist in residence” at 


utospace sheets of acetate 
st, a little over a year old, is “self-spac- 
Details and free sample from dealers 
m Artype Inc., 127 S. Northwest High- 


ing. 


or f 


way, Barrington . . . BAYONNE, N. J.: Free- 
lance decorative illustrator Bill Gorman won 
a $125 purchase award at 26th annual mid- 
year national exhibition of Butler Institute of 
American Art, Youngstown, O.... CHICAGO: 
Robert Snyder & Associates held a huge show 
of McCall's magazine design — the biggest 
such presented. Included over 100 selected 
original illustrations, color transparencies and 
engravers’ proofs .. . E. A. Horvath, of Howard 
H. Monk & Associates, Rockford, addressed 
the STA. He’s a nonresident member. The 
occasion: premiere of 2nd annual STA non- 
resident members exhibition . .. Agnes Rhoten 
is the new employment service director and 
building manager for Artists Guild. Lynn Nitti 
is secretary. She was assistant to Jeannette 
Burke, AG's former executive secretary .. . 
Dave Chapman Industrial Design moved to 
35 E. Wacker Dr. . . . Bud Lynch repping Art 
Forum Studio . . . LITTLE ROCK: Art studio 
head Howard Retzloff was elected Ist vp of 
the Ad club . . . MI.WAUKEE: Illustrators & 
Designers of Milwaukee plans a September 
meeting, with guest speaker Albert Dorne .. . 
NEW YORK: School of Visual Arts added a 
new course: Humorous Art, taught by R. O. 
Blechman Tuesdays, 7-10 p.m. Details from 
SVA, 209 E. 23 St., New York 10, MU 3-8397 
. . . Designer Frank Mayo opened his own 
graphics office, 18 W. 55 St... . Tony Granados 
and John Hoover moved their Graphic Direc- 
tions to larger space at 385 Madison. New 


phone, PL 2-5757. Reception room designed 
by Nakashima includes a Bertoia sculpture . . . 
Lawrence Studio moved to 18 E. 53 St., retains 
phone PL 8-3140 . . . Dwight Rockwell, Jr. was 
promoted to manager of sales development at 
Mead Papers . . . Stewart Klonis, director of 
Art Students League, discussed art trends and 
art education, at recent meeting of Ari Mate- 
rial Club . . . Booklet HLA-IP explains designer 
Harry Lapow’s “integrated packaging” ap- 
proach. Free from him at 250 W. 57 St.... 
Michael R. Switzer, who was industrial pub. 
lications AE for 11 years at Cushing & Nevell, 
is now visual communications director at Ray- 
mond Loewy/William Snaith ... William 
Haig. who has been with McCann-Erickson 
and Hixson & Jorgenson, both LA, has been 
named to head the corporate image programs 
at Warren Furlonge Associates . . . Robert 
Zeidman Associates appointed Harry Sooy 
technical director. Sooy had been with Ray- 
mond Loewy Associates and Frank Gianninoto 
Associates . . . Art Unit of NY State Employ- 
ment Service announced the entire graduating 
class of Parsons School of Design is registered 
there. Art Unit is at 444 Madison Ave., MU 8- 
0540 ... Herman Aronson announces he is 
no longer a partner in Ampersand design 
studio, 1170 Broadway. Arne Lewis is now 
sole owner. Aronson is there as consulting PM 
... Salzman Associates moved to 19 W. 44 St., 
MU 7-4214 .. . Eugene Livandoski, sales mar. 
of Kimberly-Clark Corp., was guest speaker 
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bookshelf 


The bookshelf makes it easy for readers 
to buy, at list price, the best books of current interest 
to the art professional and advertising manager. 


NEW BOOKS 
Haberule Visual Copy-Caster. 6th 
Edition. Quick character counter, 2 
colors, plastic bound, 4-48 pt., over 800 
faces, alphabetized, manufacturer-grouped- 
plus 29 caps-l.c. most popular face speci 
53 precision pica unit character 
nt f over 4,000 tonts 


mens 
ales expecdcite 
Plastic type gauge has 6-11 agate and 12-pt 
scales, Elite-Pica typewriter character counts 
and 6” rule $10 
230. Creative Color. taber Birren. Psycho 
color manipula- 
law of field size 
iriagescent 


logical concepts in 


tions, dominant harmonies, 


chromatic light, color systems, 


minous effects Rarely achieved effects 


finish each chapter. $1 


eee we eee eee eee wee ee ee eee ee 


ANNUALS 
225. New York Art Directors’ 39th Annual of 

Advertising and Editorial Art and Design. 
Edited by Howard C. Jensen. Designed by George 
Elliott, senior AD McCann-Erickson, the book's 
400 pp. 8x11%, illustrate the show's 474 pieces 
in b/w but brilliant lor sed tor slipcase 
bindings, endpapers. | erent second colors are 
used in various se olored dividers sepa 


rate the sections features include a 
program summary of ith Visual Communica 
conference 
Annual, $15, 


36th, $12.50, 


Conference Baker 
director $l Also ava 8th 


No. 197; the 37th, $12.5( 
No. 165; 35th, $12.50, No 


tions 


214. International Poster Annual. Edited by 

Arthur Niggli. 505 outstanding current post 
ers, 20 shown in | color, from 25 countries 
American selections number 37, take up 
9 pages. Noted international 
style trend observed in the last annual, emergence 
of large and important group of Japanese artists, 
group in Switzerland. $12 


ul 
Indexed 


continuation of 


concrete 


215. The Penrose Annual, Vol. 54. Edited by 

Allan Delafons. The new edition of the 
British classic international source-book on the 
graphic arts has 120 pages of articles reviewing 
and copious b/w and color plates and inserts 
illustrating trends and developments in esthetics, 


economics, techniques, and industry. $12.50 


The Picture Universe. U.S. Camera 1961. 

Edited by Tom Maloney. Includes a full 
olor 4 ft. pullout view of Switzerland by Emil 
Schulthess, portfolios by Alexander Liberman (from 
his book The Artist in the Studio), Alfred Eisen- 
staedt, Roy Stryker (The Lean Thirties), William 
Klein (Rome), Harper's Bazaar (March 1960), Eve- 
yn Hofer (The Stones of Florence), Vogue feature 
editor Allene Talmey on Penn, Irving Penn (Mo- 
ments Preserved, from his book of the same title) 
Photography in Space. $10 


Modern Publicity 1960/61. Edited by Wil- 


frid Walter. Examples from 28 countries, 

luding some in eastern Europe. Most, from Ger- 
many, Japan, Sweden and the U.S. No separation 
according to origin, so interesting juxtaposition 
of varied concepts and styles in same category 
More than 400 b/w illustrations, 70 in color. $9.95. 


223. Mlustrators ‘60. Edited by Howard Munce. 

Best of current American illustration, in a 
book designed by Lester Beall and published for 
the Society of Illustrators of New York. More than 


80 


350 selections by about 300 artists from around 
the country, for the SI 1960 show. Judges discuss 
their categories. Articles by Harry Carter, George 
Shealy, Arthur William Brown. $12.95 


PRODUCTION 
204. Advertising Agency & Studio Skills. Tom 
Cardamone. How to prepare art and me 
chanicais for repre. Detailed, illustrated. $4.75. 


The 4 Color Process Guide. Sure to become 
standard reference work for 4 color process 
reproduction. This 11x14 200 page book showing 
full range obtainable in print using the four process 
colors was ADed and designed by Louis Dorfs 
laboration with Harry and Marion 
accurate, objective and 
system for determining precise color 
Over 5600 large color patches, each 
© square inches. 3 and 2 color sections 
are included. Plastic viewer isolates patches for 
exclusive examination of one color against black 
e, and process colors. Special introductory 
$110 prepaid. 10-day trial period 


man, in co 
Zelenko. Scientific, 
orderly 
wanted 
almost tw 


The Grand Three-Color Blending Book. 
Hans Gaensslen. Unique guide. 50 12x12 

pp. letterpress and 50 pp. offset, in 1 edition, 
ombinations with black, and 3 col- 
combinations—more than 10,000 
nades of color. With each 3-color table are 4 
jesign examples comparing effects a design has 
jiferent color combinations and repro meth- 

f ple ilso show effects of overprint- 

ng. Book includes information on 

production of posters in tempera, 

vitable paper and screen, etc. $45. 


snow <z-color 


ors in various 


Color Swatch Book. Contains 500 pages of 

f colors, with over 24,000 per- 
forated color swatches for easy removal. One 
ection is printed on coated, another on uncoated, 
to facilitate exact matching. Designed for artists, 
Jesigners, buyers and sellers of printing. Now 
you can avoid using silk screen, pastel, watercolor 
samples which printers and lithographers have 
lifftculty in matching. Individual color sections 
can be reordered and inserted in this specially 
$47.50 prepaid, 10 day money back 


rintina ink 


bound book 


quarantee 


219. Lee Streamlined Copy-Fitting Handbook. 
Arthur B. Lee. Comes with the Lee Stream- 
lined Copy-Fitting Gauge, made of Vinylite, which 


ART DIRECTION 
19 W. 44th Street, New York 36, N. Y. 
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fits into a pocket inside 2nd cover. The book ha 
32 pp. of Linotype and Intertype faces with cor 
plete alphabets of all available sizes up to 18 p 
The gauge scale to be used for linear characte 
count is indicated next to each alphabet showin 
Many other aids included. Printed in 2 color 
6x? pp. $4.95 


227. A Book of Type & Design. Oldrich Hlavs 
498-page, 2-color indexed Czechoslovaki 
compendium of 250 various-size Roman faces mc 
popular in Europe and America is a cross-sect 
from the foremost foundries and a practic 
manual and working specimen book of availat 
book, periodical and jobbing types. $12.50. 


228. The Styles of Ornament. Alexander Spe! 

Paperback edition of Dover's ‘59 bc 
(David O'Conor's translation of 2nd German e 
tion) presents 3,766 illustrations, represent 
ornaments’ entire range from prehistoric to m 
19th Century times—all reproducable without p 
mission or payment. $2.25 


GENERAL 
211. The Madison Avenue Handbook 19 

Paperback annual diary/directory lists ¢ 
porate names, addresses, phone numbers 
art-staff key buying factors among New York c 
mercial art practitioners and consumers. Ac 
tional listings for Chicago, Detroit, Los Ange 
Miami and San Francisco. In all, 24 categor 2s 
are covered—from ad agencies and art sup. ly 
houses, photographers and publications to TV-' m 
producers, TV studios and stage-TV union affilia! 
Each diary spread has room for write-ins 
features a column of 22 expense items. $4. 


212. Commercial Art as a Business. Fred C. 

Rodewald and Edward M. Gottschall. °e- 
vised and enlarged edition of the book by ‘he 
late Rodewald, himself a commercial artist, origi- 
nally pubished in 1954. Brought up to date—in- 
cuding statistics not available before—by Art 
Direction editor Gottschall. Contains latest in/or- 
mation on markets, prices, practices, media needs 
contracts. $4.95. 

Who’s Who in Commercial Art and Pho- 

tography. Director's Art Institute. Co 
tion of lists of artists, photographers, agents 
studios, representatives, art buyers. The last cate- 
gory is broken down into ad agency, book pub 
lisher, mugazine, business. Name, address, phone 
listed for producers 


and specialty category 


buyers. $15 


226. Posing for the Camera. Harriett Shepard & 
Lenore Meyer. Excellently written and 
trated ‘professional guide’ presents know-how 
needed by creative models and director-pho 

tographers to function as working team. $6.9 


Amt. Encl. $ 





Please send me, postpaid, the books corresponding to numbers circled below. 
146 165 182 197 204 208 
219 220 222 223 224 225 


All orders shipped postpaid. No C.O.D.'s. Add 3% sales tax with orders for 
New York City delivery. Payment must be made with order. Add 5% per 
for delivery outside USA, except APOs. 


211 212 214 215 216 
226 227 228 229 230 





Firm 





Address 





Zone State 





City 





If you want a book not listed, send your order and we will try to get it for you. 





rade talk 


- National Visual Presentation Assn. He 
scussed the Morton Goldsholl motion picture, 
ces and Fortunes . .. Illustrator Jack George 
uss has a new office at 67-10 108th St., 
rest Hills, BO 3-6651 or JE 8-7092 .. . Hun- 
ed Million Club (for sales promotion and 
ect mail practitioners) heard guest speaker 
thur Burdge, mgr. of SP and DM, at Y&R. 
b's new officers are president J. Dudley 
oderick, Doubleday & Co.; 3 vps: Warren 
own, Esquire; Anshel Gould, Albert Frank- 
enther Law; Mitchell Gresser. American 
titute of CPAs; secretary Mary Clark, Cath- 
treasurer Natalia Schwalb, Re- 
ter magazine; asst. treasurer Patricia 
udner, Newsweek . . . Society of Illustrators’ 
olarship award winners are Paul Giovan- 
slis, School of Visual Arts; Ann Goetzman, 
acuse University; John F. Flato, 
1001 of Art, Haden, Conn. Mario Cooper 

; scholarship awards committee chairman 

. Mail Advertising Service Assn. of NY 
ted Robert J. Patafio, Ambassador Mail Ad- 
tising, president. His father, John Patafio, 

Sr., held that office during during the 1930s... 
|LADELPHIA: Stanley D. Ginsburg. partner 
Arrow Display Associates, was chairman 
OPAI Day, sponsored by the Poor Richard 
Club and Point of Purchase Advertising In- 
stitute POPAI honored Walter J. Ash, 
awarding him the 1961] industry achievement 
jallion. The first man so honored, he is vp 
harge of sales, Consolidated Lithograph- 
... The 30th annual Rittenhouse Square 
Clothesline Exhibit prizes offered by Edw. 
Stern Co. printers were won by Alan Goldstein 
and JoAnn Rothwell. Goldstein won $50 for 
his woodcut print, Adam & Eve, and Roth- 
well's Relief Sculpture won her $25... 
PITTSBURGH: Dr. Marvin C. Rogers, former 
director of research for R. R. Donnelley & Sons, 
Chicago, has been retained as technical con- 
sultant to the new Dept. of Graphic Arts, 
Carnegie Institute of Technology. Prof. Ken- 
neth G. Scheid is head of the dept. . . . The 
3-flag symbol for the Pittsburgh Art Festival 
was done by Federman, Adams & Colopy. 
under the direction of Wayne Dale .. . SAN 
FRANCISCO: Edwin Ewry from package de- 
sign staff of Montgomery Ward, Chicago, to 
Soyster & Ohrenschall here . . . Zellerbach 
Paper Co.’s 1961 collegiate advertising art 
coniest was won by Lola Saliier, San Fran- 
cisco Art Institute. She received $500 for Best 
of Show, and an additional $100 for placing 
first in the northern California regional contest. 
Su! ject, Can the Arts Free Men from Prejudice. 
Juc sing of 362 entries by John Hoefer, presi- 
der’ Hoefer, Dieterich & Brown; designer 
Nic-las Sidjakov: designer Michael Dolas, 
Po’ erson & Hall. Ben 
Mc er, Zellerbach, was nonvoting chairman 
of dges. Cosponsor of the contest is Adver- 


> Digest; 


Paier 


Design consultant 





2) 


1) Newspaper Large Space—Layout, Retail. First 
page of 2 pp. ad. (2nd page “flops” layout and 
art.) Designer/artist Pauline Brewster, Liberty 
House, Honolulu. 

2) Magazine Layout, General Consumer. Layout 
concept, production from photographic direction 
through finished engraving, Peggy Shaw, Mytin- 
ger Corp., Long Beach. Photographer Richard 
Avedon. 

3) Sound Slide Film. Script, visual ideas for all 
art and scenes, direction of recording and produc- 
tion, Fran Harris, Harris-Tuchman Productions, 
Hollywood. AD Tri Arts. Artist Frank Paige. 

4) Newspaper, Large Space Copy Retail. Concept, 
copy, research, Gena Melin, Los Angeles. AD 
Bruce Melin. Artist Greta Elgaard. Typographer 
John Mawson. 
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The 15th Annual Adver- 
tising Achievement 
Awards Competition, sponsored through- 
out the west by the Los Angeles Adver- 
tising Women, awarded 27 golden Lulus 
(trophies) in 25 categories and 29 certifi- 
cates of merit in 22 categories. The 
awards were presented at a banquet held 
to honor Frances Holmes, charter mem- 
ber of LAAW, and first woman in the 
world to operate her own advertising 
agency. A pioneer Los Angeles advertis- 
ing woman, she joined LA's first agency 
J. C. Newitt Co. in 1896, became ad man- 
ager of Bishop & Co. in 1908, and in 1909 
opened her firm. * 


A few Lulus 








CAMERA HAWAII 


Advertising and editorial 


illustration photography. 

Hawaii's top photographers 

directed by WERNER STOY 

CAMERA HAWAII, Inc. 

206 Koula St., Honolulu — Cable:CAMHAWAI! 








trade talk 





tising Assn. of the West... Jane Oka, graphic 
design artist with Patterson & Hall, won a 
Fulbright scholarship awarded by the Dept. of 
State. She arrives in Tokyo Oct. 7 to study 


and travel for a year in Japan . . . TAMPA: 
Carl Sargent, who was a partner in Anders- 
sohn, Chalk & Sargent art studio, has joined 
Louis Benito Advertising .. . 


PHOTOGRAPHY/TV 4* Forum Stu 


io, Chicago, 
repping photographer Vincent Maselli . . . Mel 
Richman photographic div. leased nearly 8000 
sq. ft. additional space at 1540 Wood St., 
Philadelphia .. . NY photographer Jeffery Gor- 
don announces Creative Photographers Inc. 
will soon offer home study courses. American 
members of his international group, who in- 
clude ADs and photographers, are Andreas 
Feininger, Ernst Haas, Robert Gage, Alexan- 
der Liberman, Arnold Newman, Wingate 
Paine, John Rawlings, Ben Rose, W. Eugene 
Smith ... Maury Hammond to 14 W. 48 St.... 
Frank Curcio, formerly of Peter Dant, is with 
Berman/Steinhardt, Philadelphia, replacing 
Tom Hacker who returned to Colorado... 
Ralph Tornberg Photography to 6 E. 39, MU 5- 
7333 . . . Timothy Galfas now a member of 
Screen Directors International Guild. He's 
repped by Stan Korey, PL 2-4946.. . Fred A. 
Niles Productions produced Ten Thousand 
Fingers, a sound slide film done for Assn. of 
Art Studios in Chicago. Artwork by member 
studios. On free loan from the assn., at Suite 
1456, 20 N. Wacker Dr., Chicago 6, or call 
Fred Good, CEntral 6-7868 . . . Jerry Fields 
Associates, NY, has a new div. for tv/radio 
employment, headed by Sherlee Barish, for- 
merly sales exec with Official Films. 


cover papers 





(continued from page 34) 


are plastic topped. Made in white, black, 
India and many hues in sheet sizes us- 
ually 20”x26” and 23”x35”; weights 
range from 30 or 35 lbs. to 185 Ibs., but 
are not standard; some stocks available 
only in light weights; others in medium 
and heavy weights. 

Cloth-Lined—Sulphite, sulphate or ma- 
nilas are combined with bleached or un- 
bleached cloth, coated before or after 
lamination or uncoated. Bleached cloth- 
lined paper may be printed, letterpress 
or offset, on one or both sides; on un- 
bleached cloth-lined paper printing is 
done on paper side only. For extra-strong 
binders, maps, charts, book covers, etc.. @ 
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ready reference 


to have your firm listed call YUkon 6-4930 


ART MATERIALS 
Lewis Artists Materials Inc. 
Sole distributor of Mercury Products 


158 W. 44 St., N. Y. 36 JU 6-1090 


COPYWRITING—FREE LANCE 
the copy shop 
Copy Studio—Top Writers—Per-Job Fees 
270 Madison Ave., NYC 16 MU 3-1455 


HISTORICAL PRINTS 
The Bettmann Archive 
Old time prints and photos, any subject. Events, 
Industries, Fashion, Decors. Ask for folder 6A. 
136 E. 57th St., N. Y. 22 PL 8-0362 


PHOTO EMPLOYMENT SERVICE 


Prestige Personnel Agency 

Experienced and trainees—all phases 

Careful screening—no charge to employer 

130 W. 42 St.. New York 36 BR 9-7725 


PHOTO SERVICES—COLOR 
Robert Crandall Associates, Inc. 
Duplicates, retouching, assemblies, photocompos- 
ing, processing 
58 W. 47 St.. N. Y. C. 36 Cl 7-7377 
Ferrara Color Studios, Inc. 
Creators of Colorsemblies 
Ektas assembled, retouched, duplicated 
112 W. 48 St., NYC 36 Plaza 7-7777 


Kurshan & Lang Color Service, Inc. 

Reproduction quality dye transfers. 

Ektacolor prints & duplicate transparencies. 
Quantity color prints & slides. 

Professional color film processing same day & 
overnight service. Reputation based upon finest 
custom quality color for past 10 years 


10 East 46th Street, N. Y. 17, N. Y MU 7-2595 


Norman Kurshan Inc. Color Service 

Quality dye transfers, C-prints & stats 
Duplicate transparencies, art copies, slides. 
24 hour custom color processing 

Call Norman Kurshan directly at 


8 West Séth St.. N. Y. 19, N.Y JU 6-0035 


Jack Ward Color Service, Inc. 

Type “‘C"’ prints—duplicates—dye transfer prints 
Color processing- 
202 East 44th Street MuUrray Hill 7-1396 


RETOUCHING 
Color Transparency Retouching Studio 
Finest Retouching and Assembling 


58 West 47 St.. NYC 36 Cl 7-7377 


Robert Crandall Associates, Inc. 
Transparency retouching and assembling by 
experts 


58 W. 47 St... N.Y C. 36 Cl 7-7377 


Davis * Ganes 

Color correction/retouching—Transparencies, 
Dye Transfers, Carbros. Flexichrome *'C"’ Prints 
MUrray Hill 7-6537 


509 Sth Ave., N. Y. 17 






Tulio Martin Stuaios 
Transparencies 


58 W. 57th S1., N. Y. 19 Cl 5-649 





Donald D. Van Vort 
Creative retouching. Flexichromes, dye trans. 
‘C’' Prints, Ektachrome & b/w retouching. 


41 East 42 St., NYC YU 6-0 


SALES PRESENTATIONS 
Robert Crandall Associates, Inc. 
Projection duplicates ot excellent quality. 
58 W. 47 St., N. Y. C. 36 Cl 7-7 77 


Presentation Department 
® Visual Aids * Promotional Material ® Silk Scr an 


4 W. 40th St., N.Y. C LOngacre 4-< 90 


Rapid Art Service, Inc. 

Creative Art Studio ¢ Silk Screen © Typesettir & 
Letterpress © Bookbinding ¢ Charts and Ma; 
Exhibits & Displays ¢ All under one roof, wit! 5 
craftsmen and 15,000 sq. ft. of space to give ov 
the fastest service in New York. 

304 E. 45th St., NYC 17 MuUrray Hill 3-: 215 


Wiener Studio 
Charts ® Posters * Slides * Hand Lettering 


12 East 37 St... N.Y. C MU 6- 55s 


SILK SCREEN PROCESS 


Jaysee Display Advertising, Inc. 
Quality reproduction. Posters and displays. 


12 E. 12th St., N. Y. 3 OR 5- 280 
Masta Displays Inc. 

20 years leadership in silk screened 

posters and displays 

230 W. 17th St.. N.Y. C CH 2 371 


Rapid Art Service, Inc. 

Midtown’'s largest silk screen shop 

highest quality — fastest service 

394 E. 45th St.. NYC 17 MUrray Hill 3-8215 


STILL LIFE 


Sidney Gold 
Renderer of merchandise, jewelry, all mediums. 


673 Fifth Ave., New York 22 TEmpleton 2-8876 


STOCK PHOTOS 


Walter Chandoha 
Animal Photography-Specializing in Cats & Dogs 
Annandale, N. J., 201 State 2-3666. 


Underwood & Underwood Illustration Studios, Inc. 
Reserve illustrations for advertising . . . Editorio 


& promotional use. Not connected or associated 





with any other company using the Underwood & 





Underwood name 
319 East 44th St., N. Y. 17... MU 4-5400 
646 North Mich. Ave., Chicago 11, Ill. DE 7-171) 


Underwood & Underwood News Photos, Inc 
All subjects: Historical, Industrial, Scenics 
Agricultural, Geographical, Personalities, etc 
Also Transparencies. Ask for Free Listing 
3 W. 46th St., N. Y¥. C. 36 JU 4-590 


TELEVISION SERVICES 


Edstan Studio 
Slides, Telops, Flips, in b/w and color 
75 W. 45th St.. NYC 36 Cl 5-676! 


National Studios 
Hot Press, Slides, Telops, Filmstrips, Flip — etc 
42 W. 48 St., N. Y. 36, N. Y. JU 2-192 
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TYPOGRAPHY 


e Composing Room, Inc. 
vertising Typographers 


) W. 46 St., N. Y. JUdson 2-0100 


ocraft Typographers 
West 52nd Street 
w York 1, N. Y. PL 7-8295 
O. Bullard, Inc. 

type, Monotype, Ludlow, Foundry 


Varick Street, NYC 13 AL 5-1770 


CLASSIFIED 
ST-STRIPPER—Layout to fin. mech. Must know 
ping up to 22” press. Outst. opp. with dynamic 


% prtg. firm 100 mi. from NYC. Box 81, Art 
ction, 19 W. 44 St., NYC 





WHEN YOU USE 
PARA-TONE 
SCREENS and PATTERNS 


Para-Tone offers art 
directors a wide range 
of materials to com- 
plement every assign- 
ment, any technique 

comps to finished 
art: color sheets, 
screens, patterns, 
Para-Tipe, numbers, 
symbols. Unbelievably 
easy to use; even eas- 
ier on your budget. 
You'll like working 
with Para-Tone prod- 
ucts. 


See them at 
your dealer, 
or write us 
for catalogs. 


PARA-TONE 
Incorporated 





Do YOU 
ART DIRECTOR? 
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THE MADISON 
AVENUE HANDBOOK 
1962 


ct PETER GLENN 
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INDEX TO ADVERTISERS 


Acrolite Products 

American Blueprint 

Ames Associates, Archer 
Bainbridge’s Sons, Charles T. 
Bebell & Bebell Color Lab 
Blair Art Products 

Camera Hawaii 

Cantine Co., Martin 

Chaite Studios, Alexander E. 
Colortronics 

Continental Arms 

Cooper School of Art 

Crescent Cardboard Co. 
Eastern Corp. 

Edstan Studios 

Famous Artists Schools, Inc. 
Faraghan Studio, George 
Federman, Adams & Colopy, Inc. 
Flexo-Lettering Co., Inc. 
Fredrick Photogelatine 
Friedman, A. I. 

Friedrichs Co., E. H. & A. C. 
Graphic Directions 

Greenberg, Jerry 

Grumbacher, Inc., M. 

Gussin Co., Inc., Lawrence 
Haberule Co., The 

Headliners, Inc., The 

Hunt Pen Co., C. Howard 
Huzley House 

Johnstone & Cushing 

K & L Color Service 

Kent Typographic Service, Inc. 
Kranzten Studio, Inc. 

Kurshan Color Service, Norman 
Langen & Wind Color Labs, Inc. 
Lewis Artists Materials 
Lucygraf Mfg. Co. 

Madison Avenue Handbook 
Maker Products, Inc. 

Marks Color Labs, Ralph 
Morilla Co., The 

National Card, Mat & Board Co. 
Near North Guild 

Neeley Associates 

New York State Employment Service 
Newton Falls Paper Co. 

North Studios, Inc., Charles W. 
Pagano, Inc. 

Para-Tone, Inc. 

Photo Lettering, Inc. 
Professional Photographers of America 
Regina Photoprint Studios 
Rich Art Color Co. 

Richards 

Shaw Associates, Rik 

School of Visual Arts 

Service Typographers, Inc. 
Shiva Artists Colors 

Steig Products 

Sweet, David 

Urban Art Service 

Volk, Jr. Art Studio, Harry 
Weber, F. 

Weber, Martin J. 

Whiting Plover Paper Co. 
X-Acto, Inc. 


FREDRIX 


Artists 


Drafting Supplies 


PHONE FOR PROMPT SERVICE 


2 Stores in the Grand Central Area 
40 East 43rd Street / MUrray Hill 2-2820 
363 Lexington Avenue / LExington 2-0300 
57th Street Area 
140 West 57th Street / Circle 7-6608 
In Philadelphia 
HENRY H. TAWS, INC. 
1527 Walnut Street / LOcust 6-3742 


Picture Framing 
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WE PRODUCE 

QUALITY GLOSSY 

PRINTS .. . FROM 

“ART, PHOTOGRAPHS, 
TRANSPARENCIES AND FILMS? 


= ANY QUANTITY! 
write for RSA glossary of 
181 photographic services 


RIK SHAW ASSOCIATES, LTD. 
250 W. 57 ST., N.Y. 19, PLAZA 7-3988 





“~~ TWIST 
to open 


TWIST 
to close 


THE PERFECT * 
THINNER DISPENSER 


@ guaranteed leak-proof 
@ no evaporation 
@ no cap to lose 
@ controlled flow from 
any position 
@ ideal for filling 
air brush cup with water 
@ 2 models, 4 and 6fl. ozs 
with refill funnel 
at leading art supply stores 


Valvespout 


CONTINENTAL ARMS CORP. | 
697 Fifth Ave., N.Y. 22 
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a monthly feature 


One of the most brilliant books ever 
written about — or on — advertising is 
Rosser Reeves’ new book, Reality In 
Advertising. It is not an exposé. It is a 
“how-to” book on selling. Even so, it 
made the national best-seller list — a fan- 
tastic achievement for a book of this kind. 

Mr. Reeves gets right down to the cases. 

Che book is chuckful of wisdom; anybody 
who is anybody in the business of adver- 
tising and selling should get his money's 
worth reading this book. Even if the 
reader happens to be an art director. 

Because Mr. Reeves’ theories are so 
sound — and if you don’t believe what the 
man says, look at his record — it is diffi- 
cult not to abide by them. 

It is unfortunate that Mr. Reeves, with 
his keen insight into the workings of ad- 
vertising notwithstanding, has such a low 
opinion of art directors. Not that he does 
not like them, or lacks respect for them; 
he just does not think that art directors 
ever create advertising. 

His philosophy is most damaging to art 
directors because of the thousands — per- 
haps millions — of readers that his book 
commands. Not all of his readers are big- 
time, sophisticated advertising tycoons. 
Many of them are small business people, 
middle management executives, manu- 
facturers and store keepers who have only 
superficial contacts with the mechanics 
of advertising. These people may get the 
wrong idea. They may think that through 
ignoring the graphics of advertising, the 
success of their selling story is assured. 
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Rosser Reeves and the art director 


This isn’t what Mr. Reeves meant. He 
was merely stating a fact, proven by his 
and the experience of others, that good 
advertising is based on the selling points 
of the product and not the glitter of 
presentation. 

In an attempt to make his point clear, 
Mr. Reeves compared the success of 
“arty” campaigns with “hard-hitting” 
(and not so arty) ones. The pretty cam- 
paigns he picked as scapegoats did not 
have strong product stories. Ergo: pretty 
campaigns do not sell products. Not 
needed: top art directors. 

Far from us to argue with proven suc- 
cess but the fact is that many graphi- 
cally exciting advertising campaigns also 
helped in catapulting products into the 
public limelight. Most of these products 
did have easy-to-define Unique Selling 
Propositions. But this was defined not 
only by means of words, but also pictures. 

Marlboro had a USP: it was a filter 
cigarette good enough for male smokers. 
The photographs and the tattooed hand 
did more for this USP than all the words 
put together. 

Hathaway shirts had a USP: it was a 
shirt made meticulously for men who 
wanted the best. The text explained the 
workmanship. But it was the picture that 
spelled out ‘a shirt fordistinguished men.” 

Polaroid told the public about the 
quality of its photographs by showing 
blow-ups of pictures. No words could 
have so eloquently testified the excellence 
of the product. 






DIRECTIONS 





by Stephen Baker 





Lord & Taylor became a store of soi 
consequence when its management | 
gan to care about the appearance of 
advertising. The casual, uninhibited 
sketches had a lot to do with the building 
of the store’s personality. 

Apparently, there is selling and selling. 
Ted Bates is one of the leading agencies 
in the country. It has an impressive array 
of clients’ success stories. But have you 
ever looked into the selling effectiveness 
of Doyle Dane Bernbach advertising? Or 
Ogilvy, Benson & Mather’s? You'd be 
amazed. 

Mr. Reeves — in his book — seemed to 
assume that people think more than they 
feel. If this were true, the world we live 
in would not be the same. Why are pretty 
girls so popular? Why do people spend 
so much money in beautifying their 
homes? How does it happen that auto- 
makers find their businesses increase 
when certain changes in body styles are 
made? Why do sales of food products yo 
up if the color of the package is switche«? 
And why did the circulation of McCall's 
take a sudden upturn? 

We all subscribe to the premise of s« |I- 
ing product differences. But we also s.\y, 
to use an old Chinese proverb, that thc re 
is more than one way to skin a cat. 

Perhaps some day, Mr. Bernbach or 
Mr. Ogilvy will have the time to put > 
paper what goes on in their minds. ‘\¢ 
have the title for their books alrea \ 
They could be called: Reality In Adi '- 
lising, continued. 






















Even mundane and commonplace things can be made dramatic and eye-stopping, 


when seen through the eyes of a talented illustrator like Paul Lehr. Let Paul Lehr 
make your Corporate image come alive and meaningful. Call Bill Neeley at 
Circle 6-3660 if you'd like to see his portfolio. Neeley Associates, Inc., 45 West 
45th Street, New York City. 
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DAVID K STONE 

represented by 

GRABER ART ASSOCIATES # PLAZA 3-3251 
37 WEST 57 « NEW YORK 19 
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paper is part of the sizzie... 


When you come right down to it, your ad or promotion 
piece usually puts just two physical materials before your 
prospect: paper and ink. 

With the current emphasis on visual communications it 
is somewhat surprising that more attention isn’t given, by 
creative men, to these two materials. 

Paper, and ink, are part of the sizzle. 

The current design trend is cool. Less design for its own 
sake. Less concern with technique of illustration, photog- 
raphy, or typography. More concern with concept, selling 
idea. The technique must power but not overpower the idea. 

Fine. But in the sophisticated concern with ideas and 
messages, many creative men are overlooking the distribution 
and effectiveness that out-of-the-routine selection of paper 
and ink can add. 

We are reminded of this as we look at the early entries 
in the Creativity on Paper show sponsored by Art Direction. 
On the phone, at cocktails, at lunches, many of our friends 
tell us about the pieces they have entered. But too many 
admit they have done some nice work but the paper wasn’t 
really a creative consideration. 

And they also admit that the realization of this was a 
shock to them. If nothing else, the show will make many 
designers more paper conscious. Creative use of paper has 
been a major trend in recent years but it has still been 
missed by many. 

Remember: paper is part of the sizzle. 
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“Gus is here now and assures me 


we can put across a color story in black and white...” 


LAWRENCE GUSSIN COMPANY, INC. 
220 WEST 42 STREET, N.Y. 36, N.Y., WISCONSIN 7-6748 


ART + PHOTOGRAPHY + DESIGN + STUDIO SERVICES + TOTAL RELIABILITY 
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the first professional 
art flapping system... 


no more SS cutting 
no more measuring 


no more fh gluing 





30 seconds... and it’s ready to go 


Strip off pressure 
1 e sensitive tape 
from pre-cut flap. 


Attach to 
2. pre-cut 
illustration 


board. 


3. Fold over flap. 
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OFFICE: Prestige, uniform appearance 
to layout and art. 
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NATIONAL CARD MAT AND BOARD COMPANY 


4318 Carroll Avenue + Chicago 24, Illinois 
Please send free sample and literature. 
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SHIVA 


NU-TEMPERAS 
OF COURSE 


You can paint 
almost anything 
with Shiva 
Nu-Temperas 


AMERICA’S FASTEST GROWING 
DESIGNERS COLORS 


Ask your dealer for free brochure or write: 


SHIVA 


artists colors 
433 W. Goethe Street 
Chicago, Illinois 


Photo Courtesy of Chicago Historica! Society 





To every thing there is a season, 
and atime to every purpose under the heaven: 


A time to love, 


and atime to hate. 


A time to laugh, 


and a time to weep. 


A time to cast away stones, 


and atime to gather stones together. 


PERSONAL SYMBOLS BY ROYAL TYPOGRAPHERS INC. 311 W.43 ST.N. Y.JU.2.3250 


Parts of Ecclesiastes Verse #3. Fourth in a series on typography and the letter form, Garamond Italic, Consort Bold Cond. & Baskerville 


Bob Farber 
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SMART, SMOOTH, SPIRITED... ; te 
Very amert, wary senoet® ud 6.ciiahinely hallelal aioe esneneitiles 
that's Gilbey's Vodka. People who started the vodka fad have made Gilbey's 
their steady. You will, (00! Because Giibey’s Vodka is distitied trom natural 
grain...absolutely bie...mixes great...sensibly priced! = * 
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retouching 


dye transfer, type “C” ektacolor, flexichrome and black 

& white prints, involving the use of bleaches, dyes, elec- 

tronics, chemistry and abrasives for the sole purpose of 

insuring the most faithful reproduction of your photog- 

raphy is truly an art as produced by ARCHER AMES 

ASSOCIATES, INC., 16 E. 52 St., N. Y.22, MU 8-3240 

Contact: Leon Appel, for your FREE copy of “Fundam- 
| entals of Retouching” for Art Directors. 


























calendar 


Sept. 13-15 . . . Artists Guild Day, Visual Arts 
Center, Chicago. Members’ art exhibit, Chi- 
cago trade exhibits. Wed., AG Day; Thurs., 
AD Day; Fri., Art Buyers’ Day. 

Sept. 14... All Day Téchnical Brainpower 
Conference, Packaging Institute, Savoy-Hilton. 
Sept. 15-17 . . . Eyes West, Ist Annual Con- 
ference of West Coast Artists & Designers. 
Monterey peninsula, 120 mi. south of San Fran- 
cisco. Sponsored by AD and Artists Club of 
San Francisco, University of Calif. Extension, 
ADLA, other western AD and artists clubs. 
Details, Dept. of Conference, Univ. Extension, 
2441 Bancroft Way, Berkeley 4, Calif. 

Sept. 26... Awards luncheon, ROP color com- 
petition, sponsored by Editor & Publisher, and 
American Assn. of Newspaper Representa- 
tives, Hotel Biltmore, New York. 

Sept. 26-29 . . . Photo Journalism Conference 
in the West, cosponsored by American Society 
of Magazine Photographers, University Exten- 
sion, and Dept. of Journalism, University of 
California at Berkeley, Asilomar, Calif. 

Sept. 27-Oct. 6 . . . N. J. Watercolor Society's 
19th annual, Kresge-Newark. Entry cards and 
work due Sept. 9. Details, Jan Gary, Secre- 
tary, 752 Hudson Blvd., Bayonne, N. J. 

Sept. 30 . . . Banquet, awards presentation, 
Detroit ADC. Exhibit opens Oct. 2, McGregor 
Memorial Hall, Wayne State University. 
October . . . Jacksonville ADC show. 








Oéet. 1-15 .. . Birmingham's annual. 

Oct. 3 . . . Advertising Research Foundation, 
7th annual conference, Hotel Commodore, 
N. Y 


Oct. 10-13 . . . Direct Mail Advertising Assn. 
convention, Statler-Hilton hotel, N. Y. Direct 
Mail Leaders Contest awards presentation. 
Oct. 14-28 . . . Charlotte ADC show. Awards 
dinner, Oct. 16. 
October . . . 3rd week, Toledo ADC show. 
Oct. 21 . . . Miami ADC’s 9th annual exhibit, 
awards dinner. Deadline for entries, Sept. 15. 
Nov. 20... Preview, Philadelphia ADC’s 26th 
Annual, Philadelphia Museum College of Art, 
Broad & Pine Sts. Closes Dec. 30. Dinner- 
dance, Nov 18, Cherry Hill Inn. 
Nov. 20... ADCC’s 29th Awards Dinner. 
Asia House .. . Sept. 22-Nov. 19, peasant and 
nomad rugs of Asia; Nov. 30-Jan. 28, Khmer 
sculpture, lst representative Cambodian sculp- 
ture show in U. S. 112 E. 64 St., N. Y. 
Chicago Historical Society . . . Sept. 7-Oct. 1, 
photographic exhibit based on theme of 100 
years of higher education for women. 
Cleveland Museum of Art. . . Through Oct. 15 
Japanese Decorative Style exhibition. 
Mead Papers Library of Ideas . . . Through 
Oct., Annual Reports. 230 Park Ave., N. Y. 
Metropolitan Museum of Art . . . Through Sept. 
11, Musical Instruments of 5 Continents; 
through the summer, at Costume Institute 
galleries, 18th & 19th Cent. costumes. Opening 
Sept. 9, Pedlar’s Park, popular and folk prints. 
Sept. 15-Nov. 1, Art Treasures of China. Open- 
ing Oct. 5, Photographs and Etchings, the 
World on Silver & — 

of Modern Art. . . Through Sept. 12, 
Futurism; through “Oct. 1, 15 Polish Painters; 
Sept. 25-Nov. 12, 3 Photographers: Englishman 
Bill Brandt, Frenchman Lucien Clerque 
American Yasuhiro Ishimoto; Oct. 2-Nov. 12, 
Art of Assemblage. 
Pepsi-Cola Exhibition Gallery . . . Through 
Sept. 29, Congolese art. 500 Park Ave., N. Y. 
Rhode Island School of Design, Museum of 
Art . . . Through September, paintings by 
Swiss-American artist Willi Hartung. 
School of Visual Arts Gallery . . . Opens Oct. 2 
for 2 weeks, Oceania, loan exhibit fron 
Museum of Primitive Art., 209 E. 23 St. 
N. Y. a 
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NUPASTEL BY EBERHARD FABER 
IS MORE WIDELY USED THAN ANY OTHER PASTEL 


NUPASTELS come in 72 radiant colors and the “bite” 
is right...rub in smoothly without mottling...with less 
crumbling and iess dust. 


FREE New 8-page, full color Nupaste! Technique Booklet. Write to: RM. A-9-61 
Advertising Department, Eberhard Faber Pen & Pencil Co., inc. Crestwood, Wilkes-Barre, Pa. 


See your nearest art supply dealer 
for NUPASTELS...in assortments SINCE 1849 


Erase NUPASTELcleanly Fix NUPASTEL permanently of 12, 24, 36, 48, 60, and 72 colors. = 8 e ne HAR 2D pam Ee 
with NUPASTEL CLEANER. with NUPASTEL FIXATIVE. Or write directly to EBERHARD FABER. ay 


teg. U.S. Pat. Off. ane Other Countries Wilkes-Barre, a York-Toronto, Canada 
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THINNER DISPENSER 


@ guaranteed leak-proof 
@ no evaporation 
@ no cap to lose 
@ controlled flow from 
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@ ideal for filling 

cir brush cup with water 
@ 2 models, 4 and 6fl. ozs. 

with refill funnel 

at leading art supply stores 
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SPECIAL BARGAINS 
in ART MATERIALS 
and ART BOOKS 

“Friem's Four Pages,” 
our interesting art 
newsletter... 

FREE on request. 


A.1. FRIEDMAN INC. 


QUALITY ART MATERIALS 
25 West 45 St., New York 36 














Cl 5-6600 








Cover designer Herb Lubalin 


Pick up a copy of.the September 16 issue 
of the SEP and you'll see the latest, and 
perhaps most important, sample of Herb 
Lubalin’s design thinking. The full story 
of SEP’s redesign will be in October's 
Art Direction. 

Herb is Vice President and Executive 
AD at Sudler & Hennessey. He’s also 
the “L” in SH&L, the agency’s design 
division. 

He’s won many ADC, TDC, and AIGA 
medals, an international reputation as 
one of the very great graphic designers 
and thinkers, and has visited many cities 
as a lecturer or a show judge. He’s an 
active member of both the Type Directors 
Club and New York’s ADC. 


what’s new 


COLOR COLLAGE, Eastman Kodak film 
(16mm, sound, running time about 20 
minutes). A free form mixture of ideas, 
ravishing color, dissolves—a salute to ADs 
and photogs for creative use of color pho- 
tography that wins reader recognition 
and acceptance. Premiered April 5 at the 
NYADC meeting, now being shown be- 
fore various AD groups, it will be avail- 
able free to ADs, professional photogs, 
ad clubs and agencies from E-K’s Pro- 
fessional Sales Division, 343 State St., 
Rochester 4, N.Y. Written by Stanford 
Scbel, photographed by Ray Cooper, 
animated by Visualscope, it was directed 
by James L. Cahoon with original score 
by Robert Stringer. Stimulating, imagi- 
native with its own whimsy-fantasy blend. 


Fountain pen, rubber nib wrench and 6 
interchangeable drawing point sections 
in superfine to extra broad line widths 
comprise #P395/C Draftech drawing set. 
Filled directly.from ink bottle spring-clip 
pen with transparent window supplies 
extra-large ink run; plunger stops auto- 
matically, preventing over-filling; refill 
cap prevents loss. Packed in vinyl case 
with separate compartments for units 
$12.75 from Alvin & Co., Inc., 611 Pali 
sade Ave., Windsor, Conn. 
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OCCGASIONALD, ONE NEEDS A OF URGENCY 








Oft stated, by brainy thinkers and brawny doers, is the idea that Life consists largely of 
an endless repetition of routine acts. The morning shower, the evening paper, the 8:13 in 
and the 5:43 back. The Monday afternoon staff meeting. The Saturday golf match. The 
monthly meeting of the Zarathustra Society. 


Occasionally, though, this orderly schedule is broken for most of us by a single, special, 
unique, once-in-a-lifetime, never-again-to-be-repeated event. Sometimes sorrowful, often 
pleasurable, always unpredictable, it invariably demands some sort of communication. On 
these occasions, one needs a note of urgency. Witness these non-recurring — or, so we 
hope — examples: 


I know it’s an impossible deadline, Sam, and I'll never ask you to do it again; but, there 
are any number of shops in town who'd give their eyeteeth to print this job. 


Get it straight, Wimbish — either those hamsters go, or you do. 


Unless you can send at least a partial remittance by return mail, we sHall be forced to 
place this matter in the hands of our attorneys. 


If you don’t say, “yes,” Anita, I'll kill myself. 


Marketers are many times confronted with an urgent need to motivate men to move mer- 
chandise. That is when the special-purpose letterhead assumes the same importance, for 
a brief time, as the corporate letterhead itself. 





An Exercise in Special-Purpose Letterheads 


Four examples of short-lived, high-use letterheads: a G () N (j R > S S 


seasonal merchandise promotion, a political campaign, 
a civic celebration and a retail sales event. Vitality is the 
essential ingredient here — but never at the cost of 
good graphics. The designer’s art is fully as important to a “AHEAD WITH WEBB” 
special-purpose letterhead as to the basic image-builder of 
any business — the corporate letterhead. The same 
preoccupation with essentials — layout, typography and color — 
is called for. And the same care in paper selection. The 
crisp, clean, colorful designs you see here appear at their 
best because they’ve been lovingly laid on PLOVER BOND. 
Unsurpassed whiteness. Uniform finish. Unmatched press 
performance — lies flat; defies curling. PLOVER BOND. 
Prideful result of the finest raw materials, the 
ultimate in craftsmanship and the purest papermaking 
water in the world. It’s visibly better. 











WHITING- PAPER COMPANY, STEVENS POINT 
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You are often called upon to help solve an urgent need for a letterhead 
containing a note of urgency. On these occasions, contact 


one of the excellent PLOVER Bonp Distributors listed here. They have an 
enviable reputation for responding to your urgent requests with alacrity, 
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Akron, Ohio....... The Alling & Cory Company 
BER, cccevedee The Whitaker Paper Company 
eee The Boxter Paper Compony 
Baltimore.......... The Paper Supply Company 
Bethlehem, Pa..Wilcox-Walter-Furlong Paper Co. 
Birminghom.......... Jefferson Paper Company 
BOs cccesccccesecs Zellerbach Paper Company 
Boston....... ..D. F. Munroe Company 


Boston. ...Worren L. Wheelright Paper Co., Inc. 
Bridgeport, Conn.....Geo. W. Millar & Co., Inc. 


Bristol, Va.-Tenn........ Dillard Paper Company 
Pi dosscnneses The Alling & Cory Company 
Burlington, Vt.....Vermont Paper Company, Inc. 
See, Th. Gee vectned Dillard Paper Company 
GIS cc ccnccceccess Chicago Paper Company 
GIR vc ccconcccoses Midland Paper Company 
GIs cc ccccceceesess Moser Paper Company 
Gs co nccccesveoes Reliable Paper Company 
Cincinnati. ..... The Chatfield Paper Corporation 
GONURINE, oc ncveces The Alling & Cory Company 
Columbia, S. C........ Palmetto Paper Company 
Gs nkcccecedscond Clampitt Paper Company 
Danbury, Conn............ Mid-Eastern Envelope 

& Paper Company 
PR cvidceveeeeesen Jensen Paper Company 
Des Moines.......... Western Newspaper Union 
BIR. cccccccas The ‘Whitaker Paper Company 
Dubuque. ........05006- Weber Paper Company 
Bs ac cccei Duluth Paper & Specialties Co. 
Emeryville, Calif.....Zellerbach Paper Company 
Eugene, Ore.......... Zellerbach Paper Company 
BURR. cocccccccecs Zellerbach Paper Company 
Bioko ccccssnnnsensdcccnseus Leslie Poper 
FOIE cccccccccesecs Western Newspaper Union 
Fort Wayne, Ind...... Taylor-Martin Papers, Inc. 
Fort Worth........... Clampitt Paper Company 
Ps cn cnsccccess Zellerbach Paper Company 
Grand Rapids. .Solon & Gilhula Paper Company 
Great Falls, Mont................ Leslie Paper 
Greensboro, N. C........ Dillard Paper Company 
Greenville, S. C......... Dillard Paper Company 
Harrisburg, Pa...... The Alling & Cory Company 
Hortford, Conn...........-. Batt Paper Company 
Hartford, Conn.....Elliot R. Vanderlip Co., Inc. 
RRs coca ccceencad Clampitt Paper Company 


indianapolis. ........ The Chatfield Paper Corp. 
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\ better papers are made with cotton fi 





zeal, and unlimited quantities of the world’s finest letterhead paper. 
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Indianapolis. ...MacCollum Paper Company, Inc. 





Sasksen, Miles... ccccces Central Paper Company 
Jacksonville, Fla..Graham-Jones Paper Company 
Kansas City, Mo.....Midwestern Paper Company 
Kansas City, Mo...... Wertgame Paper Company 
Knoxville........ Louisville Paper and Mfg. Co. 
Lincoln, Nebr........ Western Newspaper Union 
Ulttie Reh... .cccces Western Newspaper Union 
Los Angeles......... Zellerbach Paper Company 
Lovisville........ Louisville Paper and Mfg. Co. 
Madison, Wis....... General Paper & Supply Co. 
Madison, Wis.....Yankee Paper & Specialty Co. 
Ss cnccccvcesad Memphis Paper Company 
Menasha, Wis.....Yankee Paper & Specialty Co. 
Gs o ccoccceensen’ E. C. Palmer & Company 
Milwaukee. ...... Allman-Christiansen Paper Co. 
Milwaukee. .... Dwight Brothers Paper Company 
Milwaukee....... Yankee Paper & Specialty Co. 
Gs « cc cccsccceecceceses Leslie Paper 
Minneapolis.......... Newhouse Paper Company 
Minneapolis........ Wilcox-Mosher-Leffhoim Co. 
Montgomery, Ala...W. H. Atkinson - Fine Papers 
Moline, Ill...5....... Newhouse Paper Company 
Nashville. .... seseeed Cl ts Paper Company 
Newark, N. J...... J. B. Card & Paper Company 
New Orleans.............. Alco Paper Company 
New Orleans............ A to Z Paper Company 
New Orleans............ Sam A. Marks and Co. 
i Fie sacecccas The Alling & Cory Company 

Miller & Wright Paper Co. 
New York........ H. P. Andrews Paper Company 
New York...........4. Duplicating Papers, Inc. 
New York......... M, M. Elish & Company, Inc. 
Gate VOIR. . ceccecoccvess Forest Paper Company 
Mew Verh. cccccscccces Linde-Lathrop Paper Co. 
New York.......... Majestic Paper Corporation 
Mow Ver. ccccccces Geo. W. Millar & Co., Inc. 
New York........ Nelson-Whitehead Paper Corp. 
New York....... boccseese Reinhold-Gould, Inc. 
GF WEN nc cocnccsccccaad Ris Paper Company 
New York..........05. Royal Paper Corporation 
a FETE. cc cccccnsace Saxon Paper Corporation 
Oklahoma City....... Western Newspaper Union 


seenqnennl Western Paper Company 
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Gs tc ccceses Grehem-jents Paper Company 
Philadelphia......... Schuylkill Paper Com; 
Philadelphia. . . .Wilcox-Walter-Furlong 

PRUNE. cocccccccces Zellerbach Paper Company 
Pittsburgh......... The Alling & Cory Company 
Pocatello, Idaho. .... Zellerbach Paper Company 
Portland, Ore........ Zellerbach Paper Company 
Providence, R. |......... Central Paper Company 
es Ge Givéccccsced Dillard Paper Company 
Redding, Calif....... Zellerboch Paper Company 
BBs cccvccccvccses Zellerbach Paper Company 
Richmond, Va.... . B. W. Wilson Paper Company 
Roonoke, Va............ Dillard Paper Company 
Rochester, N. Y.....The Alling & Cory Company 
Socramento......... Zellerbach Paper Company 
SUE Wan cc cccccscccns Acme Paper Company 
SD FIGs ddcectceccuessévsccus Leslie Paper 
fo errr Newhouse Paper Company 
Salt Lake City....... Western Newspaper Union 
Salt Lake City....... Zellerbach Paper Company 
San Antonio.......... Clampitt Paper Company 
San Diego.......... Zellerbach Paper Company 
BI Be cacccccccss Zellerbach Paper Company 
DEMO s oo vccccvesee Zellerbach Paper Company 
TOMI. cc cccceses Western Newspaper Union 
Sout Gp. cccccsccce Western Newspaper Union 
Sieeee GA, GB Gio ccaccccececcces Leslie Paper 
South San Francisco. .Zellerbach Paper Company 
BIR ccecccccces Zellerbach Paper Company 
Stockton, Calif....... Zellerbach Paper Company 
Syracuse, N. Y...... The Alling & Cory Company 
VEBGIRD. co cccccccccce Standard Paper Company 
WERMB a. cc cccccccese Zellerbach Paper Company 
Tompa.........+- Graham-Jones Paper Company 
Toledo. ......... The Commerce Paper Company 
Topeka, Kans....... Midwestern Paper Company 
Trenton, N. J...... J. B. Card & Paper Company 
Wi os ccsccacecasvens Tulsa Paper Company 
Uilee, M. Vinccccce The Alling & Cory Company 
Walla Walla......... Zellerbach Paper Company 
Washington, D. C...... Frank Parsons Paper Co. 
WR. cc vccccccces Western Newspaper Union 
Wilmington, N. C........ Dillard Paper Company 
Worcester, Mass... The J. C. Campbell Paper Co. 
Ws ov cccscecess Zellerbach Paper Company 















THIS IS GA PT. SIZE 


-oHor 


CONTEMPORARY AS 
THE NEW SHAPES 
FILLING TODAY'S 
SKYLINE, 
MICROGRAMMA'S 
CLEAN, ALMOST 
MATHEMATICAL 
FORMS COMBINE 
THE 
STRAIGHTFORWARD 
SIMPLICITY OF THE 
GOTHIC LETTER WITH 
THE CRISP 
AUTHORITY OF THE 
COPPERPLATE 
FACES 

IN FIVE VERSATILE 
WEIGHTS, SIZES 
FROM A MINUTE 
6A PT. TO 36 PT., 
CAPITALS AND 
FIGURES ONLY 


=U > 


SPECIMEN SHEETS 
AVAILABLE 
ON REQUEST 
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A NEBIOLO TYPE FACE 


' | 
MADE IN ITALY BY MV M | | | | 
| | 
M Mun. |e |e |10 |12 |14 18 | 24/ 30| 36 


NEBIOLO TYPE FOUNDRY, TURIN 


IN ALL FIVE WEIGHTS, EVERY BODY SIZE LINES 
UP PRECISELY AT THE FOOT WITH EVERY OTHER. 





Drawing its inspiration from the classic proportions of the 
Bodoni series. Torino has quickly earned a place of honor 
and preference in the work of leading designers throughout 
the world. Outstanding in the delicacy and distinction 

of its letter forms, Torino achieves an 

immaculate harmony of broad and thin strokes, appropriate 
to both text and display functions. fm color of line as well as 
in the architecture of each letter, it recaptures, freshly, 

the balance of Bodoni. 


torino 


A NEBIOLO TYPE FACE 
made in Italy by Nebiolo Type Foundry, Turin 
Plan of the ancient fortress city of Turin, Ga. 1500 A. D. 


1967890 


abedefghijk Imnopqrstuvwxyz 


Torino roman &, 10, 12, 14, 18, 24, 30, 36, 48: point 


ABCDEFGHIJKLMNOPQ 
RSTUVWX YZ 1234567890 
abcdefghijkimnopgrstuvwayZ 


Torino italic 8, 10, 12,174, 18, 24, 30, 56,48 point 


distributed by ae 
AMSTERDAM CONTINENTAL TYPES 


AND GRAPHIC EQUIPMENT, INC. 

276 Park Avenue South, New York 10, N. Y. SPring 7-4980 
WESTERN REGIONAL OFFICE 

3319 W. Magnolia Blvd., Burbank, Calif. Victoria 9-6319 
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business briefs 


firm data, in the ad field, 
points to ad/art pickup 


Although many ADs and art studio men are still 
having recession blues, many others are 


making up for lost time. Especially in the 
East. Studio billings late Spring, detailed 
in CAM Report, showed East Coast 
studios averaging at 186% of their 1957 
base rate. The Southern California area 
was at 112% and the Midwest, with 
only a handful of studios reporting, was 
at 108%. 

The high New York and Eastern rate 
was by far the best month since the 
records have been kept. Even more sig- 
nificant, the high billings were widely 
shared. For example, while only one 
studio reported under 100%, one was 
over 400%, two in the $90% range, two 
at 225%, and two just under 200%. 

* 


At the same time CAM published the above 
data, the business spotters at Printers’ 


Ink were reporting Fall ad programs on 
the upswing. Both company and agency 
ad executives were reported bullish. Sums 
up PI, “No question we’re heading for 
a boom year-end, with far more dramatic 
sales increases than anticipated a few 
months back.” 
* 


A softer short-term view was taken by Business 
Week which says, “. . . business will glide 


along with small, almost imperceptible 
shifts until September . . . nobody expects 
much of July and August”. 

* 
Well, you probably weren‘t too surprised over 
the summer, but now that Labor Day 
is past, and inventories are low, and 
buying power is high, and PI says the 
Fall will be great and CAM says studios 
are busy—well any minute now, as you 
read this, things are supposed to get 
very busy. We hope so. 

» 
Even Washington is optimizing like Ike and Dick 
were still there. Economists point to 
upped steel output, increased auto sales, 
construction up 11% over a year ago, 
work week and personal income spurting, 
new business orders ahead of 1960. And 
all this before effects of higher govern- 
ment spending could be measured. Even 
a good upturn in durables is expected. 
Only sour spot is persistently high unem- 
ployment, and some of those typewriter 
style confidential newsletters predict that 
vy the end of 1962 we'll be approaching 
full employment. This is something 
nany others question. 

* 


At any rate, the talk is up. And these next 
ew weeks should show whether the facts 


ire too. e 





SAVE ONE HALF 
ON THE WORLD’S 
BEST PRODUCTION’ 


LUCI! 


You save at least one half when you 
purchase a Lucygraf because there are 
no middlemen, distributors, discount 
arrangements or hidden mark ups. 
Every unit is sold direct to the cus- 
tomer from the manufacturer. There is 
only one price. This is the formula that 
has been selling Lucygraf all over the 
country. It is the reason we offer an 
unconditional 10 day money-back 
guarantee if you are not completely 
satisfied... because most Lucygraf 
customers order without ever having 
a demonstration. 


Lucygraf customers include large 
Corporations, Universities, Agencies, 
Studios, and Freelance artists. Much of 
our sales success is directly due to the 
recommendations given by current 
Lucygraf owners... (to whom we say 
thanks). Read the specifications below 
and you will see how Lucygraf offers 
double the production capacity, plus 
rugged dependability at less than one 
half the price you would normally pay. 


SPECIFICATIONS 


LENS, Woilensak Raptar F4.5 (Same lens as in 
units costing $300.00 more and up.); EIGHT 
DIAMETERS scaling range (calibrated settings 
for four times up and 4 times down); FOCAL 
PLATE 18” x 24”; COPY BOARD 17” x 23”; 
BELLOWS, heavy duty rollaway; LID fits flush, 
piano hinge; CABLE CONTROLS of vinyi cov- 
ered steel strand; HOOD, grey vinyl, remov- 
able; DIMENSIONS, 42” stand up height to 
focal plate, floor area approx. 26” x 24”; 
CABINET of heavy ply construction beauti- 
fully finished in neutral beige. 


THIS IS THE 


*No other “luci” machine can 
out-perform Lucygraf{! Instant- 
set calibrated cable controls 
give more precision and sharper 
focusing control. 

















¢ 00 MODEL A 
(As shown above.) 
F ULL PR IGE. / % a with 
lens and hood 
(Not just a monthly payment!) ready to operate. 


EVERY LUCYGRAF IS SOLD DIRECT ONLY! 
with a 10-DAY MONEY-BACK GUARANTEE! 


HOW TO ORDER 


FULL PAYMENT WITH ORDER... 
$198.00. We wil! ship prepaid in 
U.S.A. 

PAYMENT PLAN...$100.00 pay- 
ment with order. Balance in two 
equal monthly payments ( 60 
days). Send Bank Reference. 
Shipped F.0O.B. Los Angeles. 

In California ...add 4% Sales Tax 


MODEL “B"...$278.00 
Gives an additional 172 
sq. inches on both focal 
plate and copy board. 
Includes a 4x 5” trans- 
parency holder in the 
copy board. 
Pay one half with order 
on payment plan. ; 
($139.00) 


LUCYGRAF MANUFACTURING COMPANY 1929 N. Hillhurst Ave., L.A. 27, Calif. 
me EN ET Se 





It’s completely NEW 

NEW ideas 

NEW graphic trends 
NEW illustrations 
NEW authors 

NEW scope 


NEW techniques 


in the NEW 


ADVERTISING DIRECTIONS II 
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AtT DIRECTION BOOK COMPANY 
A‘iliated with ART DIRECTION ...CAM REPORT 
19 West 44th Street, New York 36, N. Y. 


P] EASE SEND ME for 10 Day 





“REE EXAMINATION 


—copies of ADVERTISING 
DIRECTIONS II 


—copies of ADVERTISING 
DIRECTIONS I 


‘ enclose $ 





() Please bill me. 


NAME 





FIRM 





STREET ADDRESS 





SAVE POSTAGE 


STATE 


Enclose payment with your order and save us bookkeeping costs and we will pay the | 


postage. Unconditional guarantee providing prompt refund if not setisfied protects you. 


YOURS FOR 10 DAY FREE EXAMINATION 
A Preview Copy of ADVERTISING DIRECTIONS li 
which explores the NEW TREND TOWARDS GREATER SOPHISTICATION 


Due to the success of ADVERTISING 
DIRECTIONS I, we have spent the 
past months on a completely new book 
on the latest visual advertising trends 
—ADVERTISING DIRECTIONS II. 


It’s the kind of book every reader of 
ART DIRECTION will want to own. 
It brings you the analyses of the latest 
trends in creative advertising by 29 
outstanding authorities. 


Let us quote from the introduction: 


“,.. today’s big direction is towards 
more sophistication in advertising, 
today’s and tomorrow’s big chal- 
lenge is to walk the tightrope of 
creativity and sophistication with- 
out falling on the one side into 
cliches and boredom and indistinc- 
tion or on the other into misrep- 
resentation ...in this book is the 
work of many advertisers who 
have walked the rope successfully.” 


If you are one of the thousands of 
readers who bought ADVERTISING 
DIRECTIONS I, there’s no need to 
“sell” you on this new volume. It sup- 


plements the book you own and with it 
gives you a basic library. If you haven’t 
the first volume you can still get a copy 
as described above. 


In either case, you'll want to see the 
new book because in it you'll find: 
29 top advertising authorities ana- _ 
lyzing the newest trends and pre- 
dicting where they will lead. 


Over 600 large illustrations—an 
invaluable idea file classified for 
easy reference. 


Actual case histories provide stim- 
ulating creative ideas for you. 


The stories behind many of today’s 
successful campaigns by those who 
built them. 


268 Pages, Size 8%” x 11”. 
Over 600 large illustrations. 
33 chapters by leading authorities. 


New marginal captions make it easy 
to use for reference . . . make it easy to 
find just the item you want quickly. 


Complete detailed index. 


600 IDEA STIMULATING ILLUSTRATIONS 


... with comments and descriptions. Large illustrations 
in each of the 33 sections are printed on fine paper to 
give you clear reproduction of details. Here’s an invalu- 
able idea library—indexed for quick and easy reference. 


29 OUTSTANDING AUTHORITIES 


Handsome and sturdy hardcover bind- 
ing. 
PRICE: $11.50 


UNCONDITIONAL 

GUARANTEE 

If not completely satisfied, return your 
copy after 10 DAYS FREE EXAMINA- 
TION and your money will be refunded 
promptly. 


A LIMITED NUMBER OF 

COPIES OF 

ADVERTISING DIRECTIONS | 

are still available 

Written by 30 outstanding authorities and 
illustrated with over 800 reproductions—it 
is a unique idea-stimulator you'll want in 
your library. 

In Advertising Directions I you have, lit- 
erally and figuratively, a half million dol- 
lars’ worth of talent for counseling and 
inspiration. 

Since it will not be reprinted this may be 
your LAST CHANCE to own this book— 
your last chance to have a complete library 
of Advertising Directions books. 


282 pages—attractive sturdy cloth binding 
stamped in gold - - - - - - $10.00 


no adult course for professionals...ever 


rial especially written for this book and 
never published anywhere else. 
@ NO ADVERTISING CONVENTION... 


-.each a greatly respected specialist in 
iis field have contributed to ADVERTIS- 
NG DIRECTIONS II—all original mate- 


brought together a group of authorities 
like this. 
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JEC report 


wlustrator 
vs publisher 


The panel: illustrator, painter, 2 ADs 
Complainant: Cover illustrator Com- 
plainee: AD of magazine publisher 
Mediation problem: The refusal of the 
magazine to pay full or any part of price 
for full color painting for cover of one 
of its pulp magazines. 

The illustrator’s idea, sketches and 
swipe photos were approved by the AD, 
but the finished art was considered so 
poor that repairing it was impossible. The 
incompetent draftsmanship suggested 
that a complete re-do was not worth 
considering. 

The illustrator had been asked by the 
JEC panel to bring in the painting in 
question and other examples of his work. 


— 


LCRTHANSA The magazine was to furnish typical 


covers used by their publications. 

Apparent violation concerned article 
5 of the Code of Fair Practices which 
provides that the artist is entitled to 
correct or re-do an unsatisfactory illus- 
tration. 

The chairman explained the media- 
tion process and that three things could 
happen if a judgment were requested: 

1. The judgment would be complied 
with. 

2. The judgment would not be com- 
plied with and the offender would be 
reported to the parent organizations for 
appropriate action. 

§. Either side could ask for arbitration 
under a completely new panel. 

The illustrator’s complaint was read 
but the illustrator had no additional com- 
ment and did not have his samples with 
him, not even the picture in question. He 
had been given 214 days notice to gather 
his samples. He claimed misdirected 
mail was at fault. 

The AD claimed there was no case 
since the samples were not there. 

The panel retired to a separate room 
and there agreed there had been ample 
time to get the samples. It was unani- 
mously agreed there was no case, that 
mediation be ended and not reopened. 

The illustrator was reprimanded for 
wasting the panel’s time. After the meet 
ing the panel looked at the samples th« 
magazine AD had brought. All wer« 
highly professional. None of the illus 
it Ley: | PA 7, lale), {2} 3-4) Fone trator’s ideas had been used. It was the 

panel’s belief that the illustrator ha 
ad Oe oe Oe ee = realized his work was inferior and hac 
deliberately sabotaged the meeting. ¢@ 


At Direct 
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4 4 ¥ ew seats ; ~ _ <<" Drawing by Robert Fawcett 
e ‘ : neh from a recent article in 
LOOK, “If The South Had 
Won The Civil War.” 


. “T do many pencil preliminaries before starting 
- a drawing, and I use Blair Spray-Fix to hold 
m — each one. My final drawings often embrace 
. ; ) ae several media, from black ink, colored inks and 
dyes, to casein tempera, and I use Blair Spray- 
oT ; . Fix to isolate each stage. I find I can work 
r bx : over it perfectly.” 


¢ 
( fj j ee _ 
. a ta a Robert Fawcett 


Att Direction /{ The Magazine of Visual Communications / September 196! 





RICH ART} 
POSTER TEMPERA COLORS : 





CREATIV 


begins 
on 








50 BRILLIANT 
SHADES 
Ash for them 
at your dealer! 


Makers of Fine Artists’ 
Materials Since 1926 











It is no accident 

that many of adver- a 
tising's best creative 

ideas make their first visual 


appearance on pads of Strathmore 
Alexis Layout. 





r i | end Expert billiard players could never 
For artists have learned to dep attain their skill if the table did not 


on the quality of Alexis Layout...its present « perfect surface. 
range in substance and transparency ARTISTS, too, are handicapped by 
and its tooth...its adaptability to drawing board that offers less than 
graphite or wolf pencil... its ability to ie daa 
take ink, wash, pastels, or felt-tipped 
dye markers with equal facility...the 
careful top binding on the pads that 
allows the sheets to tear off clean Ee / 


and keeps wastage to a minimum. SURFACE IS 


When an idea sparks, that fleeting EN * 

moment leaves no time for second Pa 7, THE SECRET 

best. With initial layouts on Alexis fe = 

costing no more, doesn't it make Sy 
a 


sense for you to insist on these pads? 
Ask for them at your favorite art 


HURLOCK 


supply store. 
Tee 7 wale), | Hurlock's Illustration Board pro- 
vides the finest surface for almost 


STRATHMORE 


TRACING . 
ALEXIS uss PADS ie = ygns a 
ecccccccsseceooe |i Aur Vee 


} HURLOCK BROS. CO., INC. 
STRATHMORE PAPER COMPANY, WEST SPRINGFIELD, MASS. OFFICE AND PLANT 3436-38 Market St., Philadelphia 4, Pa. 
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double 


edentity 


MULTIPLY by two the vast inventory capacities Cross Siclare is 
known for wherever a quality printing paper is the need; 


ADD one to two large paper depots in focal spots on the New York 
printing scene for more flexible, economical paper distribution; 


CARRY over the personal service and split-second deliveries they 
have provided in the past to New York printers, big and small— 


This is Cross Siclare TODAY... geared for double big volume with the 
new addition of 100,000 square feet of warehouse in Bush Terminal, 
Brooklyn, with indoor loading platforms and eight-car railroad siding. 


CROSS SICLARE & SONS, INC. 207ThompsonSt.,NewYork12 


ALgonquin 4-9760 QUALITY in QUANTITY ... QUICKLY 


<a 
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DIRECTIONS INC. / THREE 


EIGHTY FIVE MADISON AVE. / NEW YORK 17, N. Y. / Plaza 2-5757 





unfortunate deletion . . . 


The Dashafluid label was one of the win- 
ners in the 1961 Type Directors Club 
exhibition but was omitted from the 
catalog and from the story that appeared 
in the May Art Directon. The label, 
shown here, was designed by Allen Porter 
of Porter & Goodman Design Associ- 
ates, Los Angeles, for Dashew Business 
Machines Inc. 
Allen Porter 


Enlarging Color Printer for Ektacolor paper 
from 135 thru 620 size negatives and 
book, FROM DRY PLATES TO EKTACHROME 
FILM, photographic research history by 
Dr. C. E. Kenneth Mees, late Kodak 
Research Labs founder, from Eastman 
Kodak Co. 


Art Aids is a 50-page “working morgue’ 
of cutout sheets from which subjects car 
be assembled to assume different posture 
and expressions; sheets scale and siz 
together. Suggested composites are 0! 
reverse sheets in accompanying 50-pag« 
reference book, indexed and encased it 
22-ring vinyl binder. $150, from Art Aids 
Inc., 3422 Lake Mendota Dr., Madison 5 
Wis. 
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PHOTOMECHANICAL VARIATIONS BY DS 





WHAT'S COOKING?.... 

This two-page, full-color illustration in THE 
AMERICAN HOME. it was created by Kranzten 
to open an exciting feature section in the June 
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How Many Working Hours 


A Week Do You Waste 


With These...? 


Try a Kimberly Pencil. 600 strength tests prove 
it stays sharper longer . . . breaks less_often 
than any pencil made here or abroad. 


No more sharpening every few strokes. . . no 
more fuzzy lines. Why? Only General takes the 
time and trouble—doesn’t use high-speed pro- 
duction methods — to produce a lead that’s 
strong enough to keep a needle-sharp point no 
matter how hard you normally press! 


Try These 3 Kimberly Time-Savers 
At Your Art Supplier Today! 
Kimberly Pencils — In 22 accurately graded 
degrees from Extra B to hardest tracing leads. 
Kimberly Refill Leads — In 14 degrees, 5B to 
7H. Packed 6 leads to a box. 


Kimberly Lead Holder — Push-button type with 
non-slip -Erip for sure drawing control and ac- 
curacy. Tops are color-coded for lead degree. 
Test them all 10 days FREE! Write us today 
on your letterhead for FREE SAMPLES. 


*Strength Test results on request. 


EN ERAL comranv 


69 FLEET STREET, JERSEY CITY 6, N. J. 


” CHARLES T. BAINBRIDGE’S ‘SONS 


12 Cumberland Street, Brooklyn 


Wolff's 
life’ into 
drawings! 


Give Striking 
Contrasts! 

To give your drawings vig- 
or and animation—to make 
your subjects “alive”—to get 
an amazing ran ~ of values 
from exquisi delicate 

ys to uaiien | black—try 
the versatile, most respon- 
sive of all pencils . .. 


Wolff's 


DRAWING PENCILS 
In degrees: 3B, 2B, B, HB, H, 2H 


For over a century 

Carbon Drawing Pencils have 
been the choice of artists in 
every country of the world. 


MORILLA 
Company PA 


Long Island City 1, N.Y. © Los Angeles 5 © Chicago 5 











Photographer: Edith Paul Marshall 


Represented by Melvin Marshall Associates 
245 West 27th Street, New York 1, N.Y., LO 4-3390-1 








anew problem, 

a new direction, 

dramatic 4 
results & 


taken on location of barbeque photo . . . and we're not lion 


The Gold Bond Stamp Company asked our design 
group to take a fresh look at their gift book. The 
results are certain to set new standards for its indus- 
try. We invite you to judge this new approach to 
catalogs, and see how our versatile group can serve 
in one more area of the graphic arts. 


Attach this coupon to your business letterhead 

and we will send you a fresh copy of the Gold Bond Gift Book. 
WHITAKER GUERNSEY GROUP % 

250 East lilinois Street - Chicago 11, Illinois - 
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booknotes 


AMERICAN HERITAGE, Vol. Hi, No. 4. $3.95 a 
copy. $15 a year. 

Harvey Dunn’s Dakota paintings, and 
Frederick Catherwood’s renderings of 
Mayan ruins, dominate the 92 illustra- 
tions, 26 in color, in this June ’61 issue. 
TIP TOP WEEKLY covers boy-fiction hero 
Frank Merriwell; Mathew Brady’s photo 
of General Lee, and Joseph Papin’s illus- 
trations for “Great Pueblo Revolt” also 
featured. 


TRADITIONAL ART OF THE AFRICAN NATIONS. 
University Publishers, Inc. $6. 

79 Museum of Primitive Art sculptures 
demonstrate the rich plastic creations and 
varied cultural histories of 16 newly 
independent African nations. Old yet 
new in some respects, styles influence 
and borrow from one another. Charles 
Uht’s photos are all b/w except 3 in 
color. Introduction by Robert Goldwater. 


W VISUAL DESIGN IN ACTION. Ladislav Sutnar. 
Hastings House. $17.50. 

Sutnar, visual communications pioneer, 
discusses design principles and attributes 
and early modern concepts in this 118-pp. 
book, containing 36 pages of color port- 
folios and 342 b/w _ illustrations on 
Kromekote. The section, U.S. Informa- 
tion Design Progress, is a tremendous 
source of information. Subjects include 
typography; visual interest, continuity, 
simplicity, unity; corporate image, logos, 
trademarks, slogans, symbols, consumer- 
trade ads, direct mail, p-o-p, books, 
catalogs, magazines, exhibits, store per- 
sonality and public relations. A most 
important work. 


GLOSSARY OF PACKAGING TERMS. Packaging 
Institute, Inc. $3.50. 


172 loose-leaf pps., 7-hole punched to fit 
standard 3-ring binders, this third edition 
of the joint project of various U.S. 
agencies and private industry, working 
through PI, assembles and refines terms 
according to specialized meaning in 
packaging. 


HOW TO START & BUILD AN ART COLLECTION. 
Irwin W. Solomon. Chilton Co. $5. 


A self-taught collector describes gallery 
“psychology,” getting on lists, pricing, 
}authenticating, expertising, restoring, 
preserving, framing, lighting, appraisals 
fand insurance. Identifies leading gal- 
leries’ interests, prices, mailings and mail 
order programs. Bibliography and index. 





Jacket design by Sam Maitlin. 
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(JOHN RAWLINGS / ESTELLE FRIEDMAN / BOB PLISKIN) 


ESTELLE FRIEDMAN ASSOC. / COLOR TRANSPARENCY RETOUCHING / 141 EAST 44 ST, N.Y.C. / MU 7-7194 
FREE! FOR INFORMATIVE BOOKLETS, WRITE DEPT. “A” 








AT 


\ 
( 


“titling n 
proper’ 


Dr. Locke Shoes 


FASHION POSTER- 
Norman Wells for 
Geyer, Morey, Madden & Ballard, inc 


INDUSTRIAL ILLUSTRATION 
Paul Melia for the 
J. 4. Maish Company 


Visiting AD’s tell us they like the talent, 

sound creative thinking and modern facilities at HH Art. 

Take a tour thru sitting at your desk-—just write for 

printed samples on your company letterhead. 

HH ART STUDIOS, Inc., 134 Zeigler St., Dayton 2, Ohio, BA4-0338 











COLOR... 


exactly to your specifications. 


We have a beautiful, new, exciting port- 
folio of Dye Transfer Prints showing 
what really can be done today in a 
modern color laboratory. Call or write, 
we'll be happy to show it to you, at no 
obligation 


PETERSON COLOR LABS 
10 East 39th Street 
New York 16, N. Y. 

OR 93-7360 


SERVING ADVERTISING AGENCIES, ADVERTISING 
DEPARTMENTS, PUBLICATIONS ALL OVER THE 
COUNTRY SINCE 1948. 











AN INNOVATION IN 


COLORS 
FOR PROFESSIONAL 


ARTISTS 


With Liquitex, the 
designer and illustrator 
can achieve effects—and speed 
of handling—not obtainable with 
any other colors or media. 
Liquitex Colors are EXCEPTIONALLY 
BRILLIANT—almost luminous—used 
as either opaques or transparent glazes. 
Use them on any surface, even on plastics, 
with no advance ground preparation. 
They dry quickly and are IMMEDIATELY 
WATERPROOF. The work needs no special 
surface treatment to protect it from handling. 
Liquitex Colors thin with water or with 
Liquitex Medium. NO NEW TECHNICS need be 
learned but whole new fields may 
be explored through the great 
versatility of Liquitex. 
FOR FREE TECHNICAL BOOKLET, 
COLOR CARD AND PRICE LIST, WRITE: 
PERMANENT PIGMENTS, INC. 
2706 HIGHLAND AVENUE 


CINCINNATI 12, OHIO 
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FROM EUROPE 


Magical — 


Arabella 14to72pt “%m gracefully distinctive 


Swing Cjuitaes 


Arabella-Favorit 14 to72pt én bold -yet glamorous 


Alanming Reports 


Reporter 12to84pt iss: sensational - emphatic 





pring Pat 


pt 96 72 60 48 36 36 60 48 72 84 108 60 


various sizes combined In one word 


Chalk Script Gong 36 to 108 pt unique and flexible 


(> reao ano butter 


60 pt 48 pt 
Impuls 14 to 84 pt. vigorous and impressive 


Specimen brochures and type available 
at sole American distributors 


heou- Type 


Subsidiary of 
Castcraft, Inc. - 1100 So. Kostner Avenue 
Chicago 24, Illinois Sacramento 2-6530 


Stocked in Philadelphia by Central Typesetting Co. 
and in Kansas City by Western Graphic Arts Supply Co. 


booknotes 


COURSE IN CASEIN PAINTING. Leonard Brooks. 
Reinhold Publishing Corp. $4.95. 


Examines materials, textures, transparent 
washes, opaque masses, glazing, ink wash 
over casein, painting all prima (“all at 
one go”), tone values, casein and oil 
paints, combined techniques (ink and 
wax crayon) abstract forms—also sea 
and landscapes. Reproduces 3 paintings 
in color, comments on 6 others, and re- 
produces creations by Lasker, von Gun- 
‘ten, Baldwin, Maxwell, Black and Ander- 
son. 


SHORACE WALPOLE. Wilmarth Sheldon Lewis. 
Pantheon Books, inc. $6.50. 


A study of the 18th Century English 
collector, painter and arbiter of taste, it 
reproduces 72 full-page illustrations, 
many previously unpublished, including 
books printed at Walpole’s Strawberry 
Hill Press. Latest volume in the A.W. 
Mellon Lectures in the Fine arts, given 
annually at the National Gallery of Art, 
Washington. 


THE MRS. ADELE R. LEVY COLLECTION. Museum 
of Modern Art. $1.25. 


Illustrated 32-pp. 814x914” paperback 
catalog for memorial exhibit of 31 works, 
mostly by French masters, bequeathed 
by the late art patron and reassembled 
for showing in New York June 9-July 16. 


PRESS PHOTOGRAPHY. Robert B. Rhode & Floyd 
H. McCall. Macmillan Co. $6. 


Guide book for news photographers 
covers camera refinements, flashes, tim- 
ing, optics, negatives, color, group pic- 
tures, enlarger use and other everyday 
problems. 


Penn’s Great Town. George B. Tatum. 250 years 
of Philadelphia architecture in prints and 
drawings. University of Pennsylvania 
$12.50. 


The Art of Origami. Samuel Randlett. Tradi- 
tional and modern paper folding; illus- 
trations by Jean Randlett. Dutton & Co. 
$5.95. 


Atlas of Human Anatomy. Full-color sketches, 
detailed identification and text, also glos 
sary of names and location in body, mal 
and female. American Map Co. 50¢. 75« 
by mail. 


Advertising & the Soul's Belly. Effects 0: 
memory of repetition through advertis 
ing continuity and frequency. Jame 
Playsted Wood. University of Georgi 
Press. $3.50. 

(continued on page 51) 












































Starting with International Paper's Ticonderoga Cover, Terra 
Cotta, designer Roy Kuhlman achieves a personal, almost 
hand-crafted effect with old wood type faces, two ink colors 
and a printing impression of clear varnish. The imaginative 
varnished characters exploit the inherent colors of the paper 
itself, presenting the paradox of “printing” a color without 
actually using any. Throughout, Kulhman treats the paper — 
its color, texture and quality— as a creative medium, a distinc- 
tive asset to the over-all design. 

All production was by offset, and the run totaled 58,000. For 
more information about the creative possibilities of colored 
paper, write to Color Council, E. |. du Pont de Nemours & Co., 
(Inc.), N-8421, Wilmington 98, Delaware. Du Pont supplies 
dyes and chemicals to the paper industry, manufactures no 
paper itself. 
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films for 
club programs 


(ditor’s note: The following list of films 
aid slides is being serialized. Names and 
a ldresses of distributors, explaining the 
cde letters at the end of each listing, ap- 
pared with the first installment in De- 
¢ mber 1960, will be repeated with the 
| st installment.) 


N/AMBO. 5 min. $5. Color abstraction, made by 
scroll technique, set to savage rhythms. C16. 
NANDALA. 3 min. $5. Abstract visualization of a 

mystic Buddhist meditation symbol. C16. 

MANHATTA. 1 reel. B/W. Silent. $4. First U.S. 
avant-garde film: An impressionistic study of 
New York City. MMA. 

MANKINDA. 10 min. B/W. Silent. $8. Hand-painted 
images blend with verse in “a new kind of 
visual poetry.” C16. 

LA MARCHE DES MACHINES. 1 reel. 16 & 35mm, 
$4 & $8 respectively. B/W. Silent. An abstract 
“pattern” film of the Twenties, showing ma- 
chinery in motion. MMA. 

MECHANICAL PRINCIPLES. 1 reel. 35mm. B/W. 
Silent. $8. An impressionistic view of valve-gear 
movements. MMA. 

THE MECHANICS OF LOVE. 7 min. B/W. $10. A 
symbolic interpretation. C16. 

MECHANICS OF THE BRAIN. 6 reels. 35mm. B/W. 
Silent. $40. In terms of the experiments of 
Pavlov, this Russian study demonstrates the 
existence & operation of natural (unconditioned) 
& conditioned reflexes. MMA. 

MELODIC INVERSION. 9 min. $10. lan Hugo’s “hour 
glass” picturization of reality making & unmak- 
ing itself. Fl. 

MENILMONTANT. 3 reels. 16 & 35mm, $12 & $24 
respectively. B/W. Silent. Dimitri Kirsanov’s 
“amateur” film capitalizes on poetic imagery & 
free cutting. MMA. 

LE MERLE. 5 min. $3. Norman McLaren “‘activates” 
an old French nonsense song. IFB. 

MESHES OF THE AFTERNOON. 1 reel. B/W. Silent. 
$8. Imagery & symbolism are preoccupied with 
unconscious experience, dream & reality. MMA. 

METROGRAPHIC. 3 min. $5. Cryptic improvisation 
dreamt by the Swiss Vittorio Speich in Holland. 
C16. 

THE MOON & SIXPENCE. 89 min. B/W. $17.50. 
Picturization of Maugham’s novel of Paul 
Gaugin’s life in Tahiti, starring George Sanders. 
CFI. 

MOONBIRD. 10 min. B/W. $10. Childhood’s wonder 
& reality, as though an adult world didn’t exist. 
CF. 

MOTHER'S DAY. 22 min. B/W. $15. Surrealist 
“family album” film recaptures childhood’s 
egocentricity, sensuality & sadism. C16. 

MOTIF. 3 min. $5. Improvisation in oil, tempera & 
water color. C16. 

MOTION PAINTING #1. 1 reel. $15. Oil painting 

iD ection | 
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typography 
experts 
achieve 
the sharpest, 
clearest, 
most exacting 
definition possible 
on high-opacity 


RELYON 


REPRODUCTION PAPERS 
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The quality of a repro proof is fin- 
est on high-opacity Relyon, the 
reproduction paper that always 
delivers the clean, exacting, flaw- 
less definition you require. Ask 
for it. 


A Division of 
Ludlow Corporation 


IF YOU WOULD LIKE SOME TEST 
SAMPLES FOR YOUR TYPCGRAPHER, 
WRITE DEPT. ADS!... 





| September 1961 


LUDLOW PAPERS 
Ware, Massachusetts 
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Photography can be lovely 
to stop the eye, 
to set the mood, 
to start the sale. 


The Kodak Ektacolor system 
furnishes additional facility 
to help it fulfill its potentials. 


EASTMAN KODAK COMPANY 
Rochester 4, N. Y. 








films 


on glass with color abstractions to Bach's 
Brandenburg Concerto #3. MMA. 

MOUNTING TENSION. 22 min. 33 rpm sound disc. 
B/W. Silent-era comedy spoofs modern art, 
psychoanalysis & sex. C16. 

MR. FRENHOFER & THE MINOTAUR. 21 min. B/W. 
$10. Surrealist interpretation of Balzac’s The 
Unknown Masterpiece—“an oblique, prophetic 
discourse on modern art.” C16. 

MR. TRULL FINDS OUT. 2 reels. B/W. $8. A man, 
believing himself dead, “discovers” life. MMA. 

MRS. & MR. PEACOCK. 10 min. B/W or color, $2.50 
& $4 respectively. “Creative expression” por- 
trayal of a vegetable community. EBF. 

NARCISSUS. 48 min. B/W. $25. Dramatic study in 
self-love—a myth modernized. C16. 

NEIGHBORS. 10 min. $3.50. Norman McLaren’s 
stop-motion, live-action “pixillation” photog- 
raphy. CFI. 

NEW EARTH. 21 min. B/W. $5. A documentary film 
classic, filmed during Holland’s Zuider Zee 
reclamation project. 

NEW WORLDS FOR OLD. 3 reels. 35mm. B/W. $18. 
First experiment of British documentary with 
studio work; presents elaborate reconstructions 
of 19th Century London; commentary by Alistair 
Cooke. MMA. 

NIGHT MAIL. 20 min. B/W. $6. Noted for its sound 


effects by Alberto Cavalcanti & W. H. Auden’s 
poetic recitation, this early British documentary 
pulses with the rhythm of the London-Glasgow 
mail train’s night run. NYU. 

1941. 5 min. $5. Color, swiftly changing composi- 
tions & music portray war's impact on the 
artist. C16. 

NO CREDIT. 8 min. 78 rpm sound disc. $5. Model- 
ing clay comes to life. C16. 

NO MORE FLEEING. 70 min. 16mm ($60) & 35mm 
(apply for rate). B/W. Devastating comment on 
European mid-century mood of a macabre, 
absurd & impotent universe. MMA. 

NOTES ON THE PORT OF ST. FRANCIS. 2 reels. 
B/W. $10. Self-portrait of the home of the U.S. 
post-war experimental film movement. MMA. 

A NOUS, LA LIBERTE. 87 min. B/W. $50. Satire on 
mechanization’s effects on humans—a direct 
source of Chaplin’s Modern Times. CFI. 

N.U. 11 min. B/W. $10. Italian neo-realist presen- 
tation of street cleaners’ faces at work. C16. 
OBJECT LESSON. 12 min. B/W. $10. Objects, dis- 
associated from natural surroundings, are re- 
arranged in new, disturbing combinations. C16. 

AN OCCURRENCE AT OWL CREEK BRIDGE. 17 min. 
$4.50. An adaptation of Ambroise Bierce’s Civil 
War story. USC. 

0 DREAMLAND. 14 min. B/W. $10. Scathing, word- 
less candid-camera comment on modern popular 


culture encountered at a British amusement 
park. C16. 

OEDIPUS. 12 min. B/W. $8. Present-day version 
of the legend, projected by Robert Vickery as 
a surrealist melodrama. C16. 

ON THE EDGE. 1 reel. B/W. $4. Literal symbols 
present visual allegory with a “magic realism” 
painting effect. MMA. 

ON THESE EVENINGS. 23 min. B/W. $15. Danse 
Macabre cine-poem blends inner & outer reality. 
C16. 

L’OPERA MOUFFE. 14 min. B/W. $15. Impression- 
istic exploration of a Paris neighborhood. C16. 

PACIFIC 231. 10 min. B/W. $7. Locomotive’s rush 
across the French countryside—Arthur Honeg- 
ger’s symphonic poem visualized; no narration. 
C16. 

PAINTINGS & PLASTICS. 12 min. $10. Jim Davis 
“transparent plastics” designs & illumination 
effects. Fl. 

PAPAGENO. 10 min. B/W. $5. A Lotte Reiniger 
animated silhouette film. CFI. 

PALLE ALONE IN THE WORLD. 20 min. B/W. $15. 
A small boy finds he is the only person left in 
Copenhagen. RFL. 

PANTA RHEI (ALL THINGS FLOW). 10 min. B/W. 
$7.50. Cine-poem interpretation of Heraclitus’ 
philosophy that the universe & all within it 
exhibit constant motion. RFL. 





The best advice 
you can give 
a young artist 


OU can help promising young 

members of your art staff ad- 
vance their development several 
years—make them more valuable 
to you almost at once—simply by 
suggesting they mail the coupon 
below. In fact, more than one out 
of five Famous Artists Schools 
students were working artists be- 
fore they enrolled—many of them 
recommended to us by leading 
art executives. Why not suggest, 
today, to one of your talented 
hopefuls that he send for the 
free information offered below? 


Norman Rockwell 
Jon Whitcomb 
Stevan Dohanos 
Harold Von Schmidt 
Peter Helck 
Fred Ludekens 
Al Parker 
Ben Stahl 
Robert Fawcett 
Austin Briggs 
Dor.g Kingman 
Albert Dorne 


FAMOUS ARTISTS SCHOOLS 
Studio 5465 Westport. Conn. 


Send me, without obligation, 
information about the courses you offer. 


Age. 





Brothers! Sisters! 

Have you exercised your 
Inalienable American 
Right to a supply of 
This Limited Edition 
Gem of Art, Humor, 

and Incomparable 
Clowning? 

Delivery due by 
Thanksgiving. 
Pre-publication: $4.00 
After 10-20-61: $5.00 
Order Plenty For Gifts 
(with check) today from 
Tue MOoveniy Press 
200 S. Michigan Ave. 
Chicago 4, Ill. 


John Averill’s 
Seed Corn 





WHEN ITS HARD TO MAKE A CHOICE 
play safe - specify 


BECKETT BRILLIANT OPAQUE 








CANDY looks good, even without the benefit of color, 
when the photographer does his part and the repro- 
duction is on BECKETT BRILLIANT OPAQUE. More 
and more printers are deciding in favor of this’ pre- 
mium-quality paper. Printers everywhere call it the 
sweetest sheet of them all to print on —they rely 
upon its printability and its dependability. Many 
printers stock it and standardize on it. 

There are good reasons why. The clear whiteness 
of Beckett Brilliant Opaque is matched by its remark- 
able freedom from show-through. (In most cases one 
weight lighter than standard papers can be used.) 


The surface preserves finest details of illustrations 
and type matter. Beckett Brilliant Opaque is pleas- 
ing to look at — there’s no coating to fingermark or 
cause glare. 

Beckett Brilliant Opaque and its companion cover 
stock, Beckett Brilliant Opaque Cover, are offered in 
Vellum and 13 embossed finishes, all of which add 
interesting texture to printed pieces. 


New sample book on request. 
Matching envelopes for Beckett Brilliant Opaque and other 


Beckett grades are available through Old Colony Envelope Co., 
Westfield, Mass., official converter for Beckett Papers. 


THE BECKETT PAPER COMPANY 


MAKERS OF GOOD PAPER IN HAMILTON, OHIO, SINCE 1848 


Color illustration courtesy GMAC Time Payment Plan. 


This is BECKETT BRILLIANT OPAQUE, Coral finish, 80 lb. 





PASSIONATE PASTIME. 28 min. B/W. $25. Chess- 
men designed after Picasso & Braque, more 
abstract chess pieces in simple, free forms & 
museum pieces from the Carlebach Gallery. CFI. 

PASTORAL. 21 min. B/W. $10. Irving Kriesberg’s 
animated film depicts a world wherein sub- 
human creatures create disturbing symbolism. 
Fi. 

>ATTERN FOR A SUNDAY AFTERNOON. 8 min. 33 
rpm sound disc. $8. Brass filings, paints, burlap, 
paper cut-outs & sequins participate in free 
self-expression. C16. 

>AUL TOMKOWICZ, STREETCAR-SWITCHMAN. 10 
min. B/W. $7. Humanist film: Thoughts & feel- 
ings of an old city-street worker during a wintry 
night. C16. 

->ENPOINT PERCUSSIONS & LOOPS. 10 min. B/W 
& color. $5. Serves as an explanation of any of 
Norman McLeod’s “hand-written” sound films. 
IFB. 

>ENPOINT PERCUSSION WITH DOTS. 11 min. $5. 
Norman McLeod’s experimentation with “hand- 
drawn” sounds on film. CFI. 

-ERCEPTION. 17 min. B/W. $6. Elucidation of the 
theory that human perception, not merely 
a sensing of stimuli, is a set of elaborate 
processes: Perceptual constancy, attention, ex- 
pectancy & perception as an organizing process. 
NYU. 

LA PETITE MARCHANDE D’ALLUMETTES. 3 reels. 
B/W. Silent. $12. Jean Renoir’s “last word in 
avant-garde films” reveals the beginnings of 
that pictorialism which has since been his 
strength & weakness. MMA. 

THE PETRIFIED DOG. 19 min. B/W. $10. Sidney 
Peterson’s surrealist film evokes a child’s night- 
mare universe. C16. 

A PHANTASY. 8 min. $5. Surrealist abstraction 
with pastel drawings & cut-out animation, by 
Norman McLaren. IFB. 

PICTURE IN YOUR MIND. 16 min. $7.50. Sym- 
bolized presentation of prejudice & reasons for 
national superiority feelings. IFB. 

THE PLEASURE GARDEN. 38 min. B/W. $30. Comic 
fantasy with music celebrating the victory of 
the pleasure principle. Fl. 

POEM 8. 14 min. 33 rpm sound disc. B/W. $7. 
Emlen Etting’s subjective-camera symbolic in- 
terpretation of a man’s love life, seen through 
the protagonist’s eyes. C16. 

POTEMKIN. 60 min. B/W. $30. The classic of the 
Russian cinema. CFI. 

THE POTTED PSALM. 25 min. B/W. Silent. $10. 
A psychological study told in ambiguous sur- 
realism. SFMA. 

POULETTE GRISE. 6 min. $4. Norman McLaren 
shows how a single pastel drawing & light varia- 
tions can “animate” a scene. IFB. 

THE PRIVATE LIFE OF A CAT. 22 min. B/W. Silent. 
$10. Life of a lowly feline family offers inevi- 
table analogies with humans. C16. 

POEM. 10 min. $10. An 8-scene burlesque 
allegory—“‘a chess game lifted into art.” Fl. 


Act ‘rection / The Magazine of Visual Communications 


Folio Medium Extended 
Roman 8 to 66 point Italic 8 to 66 point 


14 to 66 point 


For specimen sheets write to 


BAUER ALPHABETS, INC. 


305 East 45th Street, New York 17, N.Y. 
MU 6-1761-2-3 
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| “GUAZZO"” 


(Italian for gouache) 
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Like the Italian 
Renaissance masters, 
anyone can make his 
own colors... but 

to make the most 
vivid and opaque 
water colors possible— 
Winsor & NewTon’s 


| Designers’ 
Superfine 


GOUACHE 
COLORS: helps 


to have 129 years 

of experience... like 
Winsor & NEwTon! 
Superior to any other poster or gouache color— 
for brush, airbrush, ruling pen and lettering 
pen—they produce even and consistent washes. 
76 colors, from .50 to 1.25 per tube. 

With Designers’ Colors, W N Series 8 & 3A 
pure red sable brushes are recommended. 


actual size: single tube 





Ask your dealer for new WN 
catalog or write (enclosing .25 
to cover cost of mailing) 


Dept. AD 9/61 
& NEWTON INC. EPA 


881 Broadway, New York 3, N. Y 


Canadian Agents: The Hughes Owens Ce., Ltd., Montreal 
Californian Distributors: The Schwabacher-Frey Ce., San Francisco 





A PLACEMENT SERVICE 
FOR COMMERCIAL ARTISTS 


MUrray Hill 8-0540 


PROFESSIONAL PLACEMENT CENTER 


WEW YORK STATE EMPLOYMENT SERVICE 
MADISON 


AVENUE 
NEW YORK 22 











Sole Distributors: 
USA: JOHN HENSCHEL & CO.,INC., New York 





PSYCHE. 25 min. $15. Joycean techniques cine- 
poem, suggested by Pierre Louy’s novel. C16. 
PUCE MOMENT. 7 min. $5. Exotic momento by 

Kenneth Anger of the Romantic Twenties. C16. 

RAIN. 1 reel. 16 & 35mm, $4 & $8 respectively. 
B/W. Silent. A lyrical impression of a shower 
in Amsterdam. MMA. 

RED SHOES. 139 min. Apply for rental. First feature 
presenting a ballet in its entirety; based on a 
Hans Christian Anderson tale & starring Moira 
Shearer. CFI. 

REFLECTIONS #11. 7 min. $10. Jim Davis moulds 
light patterns into controlled artistic expres- 
sion. FI. 

REFLECTIONS ON BLACK. 12 min. B/W. $9. 4 pos- 
sible sex dramas, visualized by a blind man. 
C16. 

REFRACTIONS #1. 7 min. $10. Bent, refracted 
light through objects’ transparency gives this 
Jim Davis opus a wide range of merging, spec- 
tral colors. Fl. 

RELIEF. 8 min. B/W. $7. Nightmarish peregrina- 
tions of a man plagued by “the dead weight of 
his personality.” C16. 

REMBRANDT. 85 min. B/W. $17.50. Incisive por- 
traiture, with Charles Laughton in the title 
role. CFI. 

LE RETOUR. 3 reels. B/W. $9. Photographed & 
edited by Henri Cartier-Bresson, it shows the 
liberation of French POWs from Nazi concentra- 
tion camps. The MMA evaluates it as “the great- 
est human document to come out of the war.” 
MMA. 

RHAPSODY IN STEEL. 2 reels. 16 & 35mm, $6 & $12 
respectively. B/W. Impressionistic account of 
automobile plant activities. MMA. 

RHAPSODY—MOTION PAINTING #3. 8 min. $10. 
Robert Bruce Roger’s adventure-in-motion com- 
position, set to Liszt’s 6th Rhapsody. Fl. 

RONTGENSTRAHLEN (Moving X-RAYS). 2 reels. 
B/W. $6. Includes x-rays’ use in treating works 
of art; German commentary; no English sub- 
titles. MMA. 

RHYTHMETIC. 9 min. $5. Norman McLaren & Evelyn 
Lambert engage in an arithmetical free-for-all. 
IFB. 

RHYTHMUS 21. 1 reel. 16 & 35mm, $4 & $8 re- 
spectively. B/W. Silent. Discovering basics of 
organizing film-time intervals, analogous to 
Klee’s & Malevich’s designs. MMA. 

THE RIVER. 32 min. B/W. $6. The mighty Missis- 
sippi’s saga, regarded as an outstanding social 
document. NYU. 

RIEN QUE LES HEURES. 5 reels. 16 & 35mm, $15 & 
$30 respectively. B/W. Silent. Impressionist 
study of commonplace Parisian life. MMA. 

THE ROOM NEXT DOOR. 19 min. B/W. $13. Lone- 
liness, eroticism & mordant humor pervade this 
original work by the Venezuelan painter, Angel 
Hurtado. C16. 


(continued in a future issue) 


PROTECTION 


.. an extra that we offer in the form of 
experience and know-how. Speed, Accu- 
racy, and Quality are the elements that go 
to make up our outstanding photo-print 
service. Each time you receive a print 
from us, you will know that you are get- 
ting the finest — for the least — at the 
earliest! 


photostats 
acetates + color transfers 


REGINA. 
holoprind Mudios 


15 EAST 48th ST. * 280 MADISON AVE. * 111 WEST 57th ST 
Plaza 2-0860 * MUrray Hill 9-8332 * Circle 7-4208 


+ photo murals - blowups 
+ electroprints 





* WE PRODUCE 

FULL COLOR 

" BLOWUPS OF YOUR 

ADS? ANY SIZE. 

ALSO BLACK & WHITE? 
write for RSA glossary of 
181 photographic services 


RIK SHAW ASSOCIATES, LTD. 
250 W. 57 ST., N.Y. 19, PLAZA 7-3988 








® 6. write up this job 


ticket ...it’s another order from 
our ad in ART DIRECTION—it gets 
results!...call yukon 6-4930 a: 


19 w. 44 st. n.y. 36 Al 





PAPER—AND 
ONE'S ‘TAX BRACKET 


| If—as is only Human—you prefer to be in the Big Brackets, let Paper 
get you there. J Be the Art Director Every Art Director Admires. Be 
able to Put your Finger on That One Correct Paper at the Correct Time 
and—above all else now—the Correct Price. As a choice of Fingers, we 
suggest the Index Finger, Applied to the Following Characters on your 
Bell Telephone Dial: W-O-6-2-1-0-0. At the Speed of Light, a Grand 
Cumulative Total of 700 years of Paper Progress by Mead, Hamilton, 
Kimberly-Clark, Howard, International, Whiting-Plover and Others 
springs to the Aggrandizement of Your Reputation. | To this Laudable 
End our 20 Paper Consultants now sit poised over 85,000 square feet of 
all conceivable variations of Paper, every inch ready to be converted 
instantly into Captivating Dummies, Samples, Planning Suggestions, 
Selections—and your Fortune—which may well await you at WO 6-2100. 





H. P. ANDREWS PAPER CO., 7-11 Laight St., New York 13, N. Y. 


' virection / The Mogozine of Visual Communications / September 196! 














distinction with text papers 





Their wide range of colors and surfaces helps the 


designer build beauty and individuality into a j0b 


Text papers appeal to ADs because of 
their pleasing appearance and feel, wide 
color-finish range, surface and _ body. 
These papers upgrade the message and 
have smooth press performance, good 
reproduction, easy readability, glare pre- 
vention, optimum opacity, matching en- 
velopes and cover weight stocks. 
Letterpress utilizes texts’ resiliency 
and bulk to print type, line drawings and 
solids. The paper is often heat-embossed 
and pressed smooth for half-tone repro- 
duction. Offset reproduces fine halftones 
and delicate line art. Text papers work 
well also with gravure, silk screen and 


photo-gelatin. 

Colors & Finishes: Whites range from 
mellow, natural shades for rich, soft 
reproduction to brilliant fluorescents for 
sharp, strong contrasts. Colors range the 
spectrum, from deep strong tones through 
sparkling brights to soft pastels. 

Finishes include antique, vellum, 
smooth, felt-marked and patterned. Most 
are natural wove, offering rich textures; 
others have laid formation, fancy emboss- 
ing. 

Texts come plain edges or deckled on 
two opposite sides of a sheet across the 
grain from each other. Deckles project 


a custom, handmade look. 


Weight & Bulk: Basis weight is actual 
weight in pounds of 500 25x38” sheets. 
Common basis weights are 60, 70 and 80 
Ibs. 25x37” is the most commonly used 
size because it permits cutting 16 6x9” 
or 8 9x12” pages with minimum waste. 

Frequently basis weight is expressed 
in terms of the weight of 1,000 sheets. 
Thus a 70 basis weight paper is de- 
scribed as 140M and means 140 Ibs. per 
thousand sheets. 

Basis weight doesn’t specify a sheet’s 
thickness. A 70 sheet with tightly-matted 
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Linofilm Casion Old Face Italic 
Linofilm Times Roman Italic 
Linofilm Spartan Black 
Linofilm Caledonia Roman 
Linofilm Trade Gothic Boid Extended 
Linofilm Century Expanded Italic 


The growing family of Linofilm faces 


ual 
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80 
sed 
9” 
ste. 
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de- 
er 


ed 


Linofilm Memphis Boid Condensed 
Linofilm Poster Bodoni Roman 
Linofilm Spartan Heavy Italic 


Linofilm Casion Old Face Roman 
Linofilm Primer Roman 

Linofilm Garamond No. 3 italic 
Linofilm Bookman Italic 

Linofilm Trade Gothic 

Linofilm Times Roman 

Linofilm Bodoni Bold Italic 

Linofilm Caledonia Italic 

Linofilm Gothic No. 13 

Linofilm Spartan Black Condensed 
Linofilm Trade Gothic Bold 
Linofilm Bodoni Roman 

Linotilm Textype Italic 

Linofilm Spartan Medium Condensed 
Linofilm Old Style No. 7 Italic 
Linofilm Garamond Bold No. 3 Italic 
Linofilm Gothic No. 16 

Linofilm Bodoni Book Roman 
Linofilm Century Bold Roman 
Linofilm Copperplate Gothic 
Linofilm Spartan Book Italic 


The growing family of Linofilm faces 


More Linofilm keyboards have been sold since the 
introduction of the Linofilm System than all other 
photocomposition machines combined. Behind every 
Linofilm keyboard lies the large and growing Linofilm 
family of typefaces, a family produced specially for 
photocomposition from the international resources of the 
Mergenthaler Linotype Company. We list a fraction of the 
faces available for immediate delivery. You are reading 
Linofilm Century Expanded Italic, with Trade Gothic 
Extended and Bold, a new design available from Linofilm 
and Linotype alone. The responsible Linofilm policy of 
limited enlargement brings these types to you undistorted 
by the excessive optical manipulation required with a single 
master. Linofilm spacing and justification, perhaps the 
most flexible and accurate ever designed, frees them from 
the varying letterspacing sometimes associated with 
photocomposition. The Linofilm System, designed from the 
ground up in terms of modern electronic computing 
techniques, photographs them onto film or paper with a 
speed, versatility and quality of image that no 
adaptation of existing machinery can match. For 
information, write Linofilm, Mergenthaler Linotype 
Company, 29 Ryerson Street, Brooklyn 5, New York. 


ji 






Ar Direction / The Magazine of Visual C ber 1961 





ications / S pt 





Linofilm 
Linofilm 
Linofilm 
Linofilm 
Linofilm 
Linofilm 
Linofilm 
Linofilm 
Linofilm 
Linofilm 
Linofilm 
Linofilm 
Linofilm 
Linofilm 
Linofilm 
Linofilm 
Linofilm 
Linofilm 
Linofilm 
Linofilm 
Linofilm 
Linofilm 
Linofilm 
Linofilm 


Century Expanded Roman 
Primer Italic 

Caledonia Bold Roman 
Corona Roman 

Bodoni Book Italic 
Memphis Bold Italic 

Trade Gothic Extended 
Bodoni Bold Roman 
Spartan Heavy Condensed 
Century Bold Condensed 
Caslon No. 137 Roman 
Textype Bold Roman 
Trade Gothic Condensed 
Spartan Light 

Bold Face No. 2 

Casion No. 3 Italic 
Spartan Bold Roman 
Bockman Roman 

Trade Gothic Bold Condensed 
Memphis Light Italic 

Old Style No. 7 Roman 
Poster Bodoni Compressed 
Caledonia Bold Italic 
Poster Bodoni Italic 


The growing family of Linofilm faces 


Linofilm Casion No. 3 Roman 
Linofilm Corona Italic 
Linofilm Garamond No. 3 Roman 














Let’s get technical! 


" . 4X4 


These exciting booklets and 
folders stir new interest in 
these products and services. 

For creative sales promotion, 
design, point of sale and 
unique displays. . -call Ct 6-3968 


ESSEL STUDIOS | 


BY WEST 45th STREET, NEW YORK 96, MY, . 


text papers 


fibers is thinner than one with loosely- 
matted fibers. Therefore, in planning 
binding, for example, you must measure 
actual thickness or bulk. 

Papers meeting common basis weight 
specs, are suited for almost any job. The 
10-Ib. differential between basis weight: 
makes a noticeable difference in the 
paper so far as thickness,- opacity, fee 
and foldability strength are concerned 
but it’s so small that it’s possible t 
specify the weight wanted without com 
promise. 

There are 6 standard text paper sizes 
25x38, 23x29, 23x35, 26x40, 35x45 an 
38x50. The second figure usually show 
grain direction (the direction pulp fiber 
take on the papermaking machine). Fo: 
example, 25x38 means grain 38. 

Cost: A comparative quote on 10,00( 
copies, 814x11”, 16 pps., self-cover, sad 
dle-stitched booklet, 2 colors throughout 
on an 80-lb. standard offset paper and ar 
80-lb. medium-priced text paper, cam« 
to only /4¢ more a copy. 

Uses: Text papers are used for many 
advertising printing purposes, including 
Anniversary books Greeting cards 
Announcements House organs 
Annual reports Invitations 
Art repros Letterheads 
Book jackets Mailing cards 
- Booklets Menus 
Broadsides Pamphlets 
Brochures Portfolios 
Calendars Programs 
Catalogs Promotion material 
Company histories Quarterly 
Direct mail statements 
Envelopes Self-mailers 
Fine books Service manuals 
Folders Survey reports 

Travel folders 

When choosing the printing process, 

ordering artwork or specifying type, 


and finish, from smooth wove to deep- 
embossed. 





Altention A-D’s! 


IN SECONDS! 


Tens of thousands of artists, 
acdmen, printers, editors, stu- 
dents swear by the Haberule 
Visual Copy-Caster . .. world’s 
fastest, simplest, most accurate 
copy-fitting tool. Only $10 at 
art supply stores or direct. 
Money-back guarantee! 


HABERULE 


Box AD 245. Wilton, Conn. 





Consult your paper merchant for any 
questions. He should be able to tell you 
the best text paper for your requirements, 
supply samples or make up dummies, tell 
you what stocks are on hand at warehous¢ 
or mill, advise you of individual mill re 
quirements for making special colors, 


sizes, finishes or any special needs. 








137 &. $7 ST, N.Y.C. 
PL-3-5770 
®ALSO COMIC BOOKS 











These and other data (manfacturing 
information, a glossary of terms, etc. 
are discussed in TEXT PAPERS—A GUID! 
TO THEIR ORDERING, HANDLING & USI 
1134x9”, 24 pages, available free, on re 
quest, from the Text Papers Manufactur 





ing Group, 122 E. 42nd St., New York 
17. 





keep in mind the nature of the surface 
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Well-deserved Punishment 


Why are they stretching the man’s neck, 
mother? 

He has done a dirty deed, my darling. 
Dirty enough to hang him for? 
Hanging’s too good for the rascal. 

What did he do? 


The engineer produced a good product, 
the copywriter wrote some wonderful 
words about it, the art director turned out 
a magnificent layout for it, the sales- 
manager upped his sales quota on 
account of it, the president bragged 


It pays to set type right 


to his stockholders about better business, 
then someone loused it all up with botched 


typography. 
Hanging’s too good for him, momma. 


The poor guy thought he was saving money. He 
didn’t realize he was losing sales. 

He just didn’t understand that a good job by an ATA 
member costs no more than a poor job by someone else. 
If he ever gets out of this scrape, he’ll understand 
why good ATA typography is really less expensive 

because it makes the ad more effective. 
Why take a chance when your ATA shop can 


set you right? 


ADVERTISING TYPOGRAPHERS ASSOCIATION OF AMERICA, Inc. 





booknotes 


WHY FREDRIX 


NOT 
GET IN TOUCH 


with the nearest member of 
the Advertising Typographers 
Association of America now 


(continued from page 32) 


INS Materials 


TELEVISION IN THE PUBLIC INTEREST. A. Wm. 
Bluem, John F. Cox & Gene McPherson. Hast- 
ings House. $6.95. 


An illustrated planning, production and Drafting Supplies * Picture Framing 


Art 


. ection 


EXECUTIVE OFFICES: 

461 Eighth Avenue, New York 1, N.Y. 
AKRON, OHIO 

The Akron Typesetting Co. 


ATLANTA, GEORGIA 
Higgins-McArthur Company 


BALTIMORE, MARYLAND 
The Maran Printing Co. 


BOSTON, MASSACHUSETTS 
The Berkeley Press 

Machine Composition Co. 

H. G. McMennamin 


CHICAGO, ILLINOIS 

J. M. Bundscho, Inc. 

The Faithorn Corp. 
Hayes-Lochner, Inc. 
Runkle-Thompson-Kovats, Inc. 
Frederic Ryder Company 
CINCINNATI, OHIO 

The J. W. Ford Company 
CLEVELAND, OHIO 

Bohme & Blinkmann, Inc. 
Schlick-Barner-Hayden, Inc. 
Skelly Typesetting Co., Inc. 
COLUMBUS, OHIO 

Yaeger Typesetting Co., Inc. 
DALLAS, TEXAS 
Jagger-Chiles-Stovall, Inc. 
DAYTON, OHIO 

Dayton Typographic Service 
DENVER, COLORADO 

The A. B. Hirschfeld Press 
Hoflund-Schmidt Typographic Service 
DETROIT, MICHIGAN 
Arnoid-Powers, Inc. 

The Thos P. Henry Company 
George Willens & Company 


INDIANAPOLIS, INDIANA 
The Typographic Service Co., Inc. 


KALAMAZOO, MICHIGAN 
Mahoney Typographers, Inc. 
LOS ANGELES, CALIFORNIA 
Ad Compositors, Inc. 

Adtype Service Co., Inc. 
Advertisers Composition Company 
Bisch Type. Inc. 
Nicholas-Preston Company 
MILWAUKEE, WISCONSIN 
Arrow Press, Inc. 
MINNEAPOLIS, MINNESOTA 
Dahi & Curry, Inc. 

Duragraph, Inc. 

NEWARK, NEW JERSEY 
Barton Press 

William Patrick Co., Inc. 


NEW YORK, NEW YORK 

Ad Service Company 

Advertising Agencies’ Service Co., Inc. 

Artintype, Inc. 

Associated Typographers inc. 

Atlas Typographic Service, Inc. 

Central Zone Press, inc. 

The Composing Room, inc. 

Composition Service, Inc. 

Diamant Typographic Service, Inc. 

Graphic Arts Typographers, Inc. 

Huxley House Ltd. 

King Typographic Service Corp. 

Linocraft Typographers, Inc. 

Master Typo Company, Inc. 

Chris Olsen Typography, Inc. 

Frederic Nelson Phillips, Inc. 

Philmac Typographers, Inc. 

Royal Typographers, Inc. 

Frederick W. Schmidt, Inc. 

Harry Silverstein Inc. 

Supreme Ad Service, Inc. 

Tri-Arts Press, Inc. 

Typographic Craftsmen, Inc. 

The Typogrephic Service Co 

Kurt H. Volk, Inc. 

PHILADELPHIA, PENNSYLVANIA 
9. Inc. 


Typographic Service, Inc. 
PITTSBURGH, PENNSYLVANIA 
Davis & Warde, Inc. 

PORTLAND, OREGON 
Paul O. Giesey, Adcrafters, Inc. 
ROCHESTER, NEW YORK 
Ri ster Monotype C ition Company 
SAN FRANCISCO, CALIFORNIA 

Griffin Brothers, Inc. 

ST. LOUIS, MISSOURI 

Warwick Typographers, Inc. 

TORONTO, CANADA 

Cooper & Beatty, Limited 
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performance manual by a knowledgeable 
trio, respectively with Syracuse U’s TV- 
Radio Center, National Education Assn., 
and WBNS-TV, Columbus. In non-tech- 
nical language tells how to plan visual 
material: live graphics, flip cards, wall 
charts, posters, superimposures, slides, 
films, tapes, etc. Contains how-to check 
lists, cost data, index, and glossary of 
TV terms. 


COURSE IN WASH DRAWING. Leonard Brooks. 
Reinhold Publishing Corp. $4.95. 


Discusses materials, free line drawing, 
b/w and gray tones, textures, bamboo- 
‘brush-dry brush techniques, brush con- 
trol, line and wash masking, sketching, 
paper selection. This easy to read book 
shows 5 wash paintings in color, analyzes 
another 7 drawings and reproduces works 
of such contemporaries as Baldwin, 
Lasker, the author, Lutz, Young, Samuel-" 
son, Morado, Maxwell, Pinto, Ribak. 


1961 OUTDOOR ANNUAL. Outdoor Advertising 
Inc. 


Winners and honorable mention poster- 
paint designs in Chicago ADC’s 29th 
National Competition & Exhibit of Out- 
door Advertising Art are reproduced, 39 
in color, 35 in b/w. Featured are Grand 
Award ADS’s pictures and posters: 
Stanley Jones DDB, L.A. (Volkswagen); 
Arthur Hawkins III, McCann-Marshalk, 
N.Y. (Genesee Beer), and James Sher- 
man, McCann-Erickson, Chicago (Swift’s 
Meats). In his forword, Lee King, 
Chicago ADC president and senior Crea- 
tive Director, Edward H. Weiss & Co., 
points out that “we can’t afford not to be 
daring in poster design.” 


COURSE IN DRAWING AND PAINTING BIRDS. 
Fredric Sweeney. Reinhold Publishing Corp. 
$3.95. 


Known for his calendar art and illustra- 
tions for NATURE and SPORTS AFIELD 
magazines, the author avoids anatomical 
detail, concentrates on flight principles, 
appearances, habits and habitats. Tells 
how to make and use clay models and 
gives tips on field sketching, feather-wing- 
tail-head-feet specifics, sketch enlarging, 
surface preparation, underpainting, semi- 
finish, finishing and glazing. A good guide 
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DSCC VSS SCST TES SESS CSET EEE TESS SSeeSeSseese eee SeeeeeeeESS 


3 STORES IN NEW YORK 
CONVENIENTLY LOCATED 
TO SERVE YOU 
PROMPTLY AND EFFICIENTLY 


2 Stores in the Grand Central Area 
40 East 43rd Street / MUrray Hill 2-2820 
363 Lexington Avenue / LExington 2-0300 

57th Street Area 

140 West 57th Street / Circle 7-6608 

In Philadelphia 
Henry H. Taws, Inc. 

1527 Walnut Street / LOcust 6-8742 
VISIT OUR STORES 
FOR A COMPLETE 


ASSORTMENT OF 
ARTISTS MATERIALS 


Distributors of All Famous Brands 
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sole 
distributor 
of Mercury 
products 


need 
supplies ? 


phone 


JU 6-1090 


fastest 
deliveries 
in town 


special rates and consideration 
given to students and art groups 














painting, design, TV art, 
sculpture, life drawing, 
illustratior,, fashion, 
cartooning, lettering, 
technical illustration, 
typography, paste-up. 


school of 
VISUAL 

209 E.23 St.,N.Y.10 
MU 38-8397 catalog D 
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DYE: 
TRANSFER 


REPRODUCTION QUALITY 


ONLY . STRIP-INS eo 
MONTAGES * COLOR 
CHANGING/MATCHING e 


ILLUSTRATED BROCHURE 


Rallph, Manks Color ofabs 


344 E. 49 St. NYC EL 5-6740 








iM NEVER 
WITHOUT 


ACROLITE 
FIXATIVE 

















COLORFLEX 


K Ke makes your colors 
behave on acetate 

STOPS CRAWLING 

STOPS CHIPPING 





















































trade talk 


ART DIRECTORS AKRON: Arnold E. 


Boedeker retired 
as Goodyear’s director of arts and ex- 
hibits. He had been with the firm 45 
years . . . BALTIMORE: ADC member 
Robert Wirth, formerly a staff member o! 
Baltimore Art Museum, designed a mail 
ing piece for Goucher College Alumnae 
Fund. It was chosen by the STA show 
exhibited at the Art Institute of Chicagc 

BOSTON: BBDO named William M 
Petti head AD of local office. He hac 
been with the agency in New York. . 
Marshall W. Joyce now with S. Gunna 
Myrbeck Co. in Quincy. He had ownex 
his own studio in Boston since 1945. . 
Robert Y. Larsen, de Garmo—Boston’ 
new AD, had been with GE in Schenec 
tady as AD for aviation and defense ac 
programs .. . BRISTOL, CONN.: Produc: 
Promotions has been formed as merchan 
dising/ad agency firm. Headed by presi 
dent James C. Salmon, art and creative 
director Richard C. Smolinski, and Donald 

Gordon, director of accounts and 
media . . . COLUMBUS: James E. Shock- 
ley. now with the creative staff of Howard 
Wellman & Associates, had been pro- 
duction AD with Nationwide Insurance 

. DENVER: Rocky Mountain Meta! 
Products Co. installed a new promotion 
and communications dept. headed by 
Gene Eramer and Steve Demarest. Kra- 
mer had been AD for Bradley Lane 
Advertising for 16 years and was one of 
the organizers of the Denver ADC, and 
was president for 2 years. He was district 
chairman of the International Design 
Conference in Aspen for 8 years. Dema- 
rest was AE and radio/tv director for 
Bradley Lane for 5 years and a former 
director of the Ad Club of Denver. . 
HAVERFORD, PA. Andrew E. Jones 
moved up in Lindhult-Rockett to become 
a partner. The firm changed name to 
Lindhult, Rockett and Jones, and moved 
here, 355 Lancaster Ave., from Glenside 
... MAPLEWOOD, N/J.: Franklyn Hansen, 
charter member of the ADC of NJ. and 
AD of Hammond Map Co., turned his 
hobby of silhouette cutting into an effec- 
tive publicity stunt for his firm. At the 
recent American Booksellers convention 
in Washington he cut silhouettes of any- 
one who would pose at the Hammond 
display. Got so much attention he was 
asked to appear on a local tv show to 
demonstrate, and put in a word for his 
employer . . . MEMPHIS: Herb Nolan. 
after 2 years in Dallas as AD for Dixie 
Wax, back home and with H&K Studios 
. . . MINNEAPOLIS: Donald Pulver le! 
Meredith Publ. Co. as promotion designe: 
to go to Knox Reeves as an 
NEWARK: Irving Warhaftig promoted ti 
exec vp. and director at Black, Little 
Co. . .. Leonard Newman. was named | 
the new post of creative director/desig 
supervisor at Gordon & Burton Ass« 
ciates, Newark and New York. He hea 
been with McCall Publ. Co. as AD i 
the trade div. .. . NEW YORK: Georg 
Elliott resigned as senior AD at McCan: 
Erickson. David Deutsch was promote 





Somart Associates, Inc., 8 East 52 Street, New York 22, New York. PLaza 3-4130. 


CONTACT 
MAN... 
OR 


CONTEXT 
MAN? 


When you buy studio art, the chances are that you’re dealing with just one person 
from that studio. A contact man. In effect, that one man represents the whole studio, 
as far as you are concerned. But what is even more important, once he’s back at the 
studio, that one man represents you. Or he should. LJ Just how well he does that job 
depends on the extent to which the contact man is also a context man. L) Webster 
defines context as"...the whole situation, background or environment relevant to a 
subject”. CD) A good contact man must not only grasp the full context of your art 
assignment...he must also transmit and translate that context to the artists who are 
going to carry out the assignment. For no artist can compellingly interpret your 
message—if he didn’t get the message straight to begin with! 1) A good piece of art 
does more than fit and fill a specific area of white space; it also fits and fills a 
specific need for graphic presentation of your story. It is completely “in context”. It 
reflects the rapport and understanding that comes when you’re working with a context 
man. (1) We at Comart, recognize the need for contact. That’s why we have context 
men. Another reason why YOU’RE IN THE BEST OF HANDS AT COMART. 
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8.95 Value for $1. 


Bargain introductory offer 
proves “Clip Book” art saves 
you time and money. Top 
quality ready-to-use art for ads, 
printing, publications, direct 
mail, etc. Offset, letter- 
press, silk screen 

Many art proofs from “Art 
Director's Clip Kit” and 

“Clip Bool: of Line Art”— 
enough for dozens of paste-ups. 
Satisfaction guaranteed—no 
obligation—no strings. 

Merely attach $1.00 to your 
letterhead. (Only one to a 
customer—and new 

customers only.) 


Harry Volk Jr. Studie 
Pleasantville 4, New Jersey 


PROJECTION ART a 
ae Ready-to-use art on translucent stock for 

projectuals. A specialized service for visual ae 
GBB communications. Write above address for 2. 

samples, prices. - 





DRY TRANSFER LETTERING 


milénl lcttering 


instant Lettering brings you the finest, 
most meticulous lettering in the world 
instantly—by instantaneous dry transfer 
from type sheet to any smooth surface. 
Just press and it’s there. 

No trace of adhesive to sully artwork. 
Needs no equipment. Perfect on wood, 
paper, card, glass, metal, film , . . in 
fact any smooth surface. The right 
answer to the need for highest quality 
lettering for display panels, roughs, signs, 
labels, graphs, charts, TV cells. 


10" x 15" SHEET ONLY $1.50 
, a 


D 4 


How It works: 
rub on letter with pencil . . . lift away sheet 
Send for sample and complete type chart 


ARTHUR BROWN & BRO., Inc. 
2 W. 46th St., New York 36, N.Y 





trade talk 


to that post .. . Len Fellows, after 17 
years with McCann-Erickson, joined Ein- 
son-Freeman, L.I.C., to direct program 
planning and visual presentations. At 
McCann, he had been head AD of sales 
promotion and then associate creative 
director of Sales Communications .. . 
Type Director Klaus Schmidt from DDB 
to Y&R, replacing Lydia Carter who 
retired .. . Herb Noxon back at McCann- 
Erickson after the summer recuperating 
from illness .. . Stanley Dersh resigned 


| as AD and Kenneth Egbert resigned as 


asst. AD at Socony-Mobil. Egbert is free- 
lancing from 15 Bromley Drive, Hazlet, 
NJ. Carl Steinmetz is in charge of So- 
cony-Mobil budget, media and advertis- 
ing services .. . Frank Gary Thoma: 
Advertising was formed to handle the 
Lovable Brassiere account, now also 
holds Biltrite Baby Carriage. This was at 
W. B. Doner & Co. where Lee Garfield 
serviced it. He’s now Thomas president. 
Joseph Del Sorbo, formerly with DCSS, 
joined Thomas as senior AD. Frank Mas- 
sina, who had been with Sanders, Lowen 
& Alexander, came over as production 
mgr... . Bob Farber. AD and typographi- 
cal consultant for Royal Typographers, 
has compiled a lecture series based on 
creative typography as integral part of 
ad design. He discusses his work and 
also that of Lou Dorfsman, Herb Lubalin, 
Gene Federico, Otto Storch, Bill Cadge, 
George Lois, others. To date Farber has 
addressed the ADS at B&B, Compton, 
FRC&H, Smith-Greenland, etc. . . . George 
Lois designed a hardcover book of Pap- 
ert, Koenig, Lois’ print ads. A record of 
the agency's first year in business, it 
reproduces the ads, usually in b-w. No 
other copy. It's being distributed to 
clients and new business. .. . OMAHA: 
Richard Sullivan, recently made creative 
director for Bozell & Jacobs, now pro- 
moted again‘to vp . . . Vince Taylor now 
with Northwestern Bell . . . Bob Watson 
of B&J married Carole Ann Groth of Des 
Moines . . . Sid Tingle left Ayres Swan- 
son, Lincoln, after 5 years. He will free- 
lance out of Lincoln . . . PITTSBURGH: 
Charles H. Hanson is the new creative 
director of FSR here. He had been with 
McCann-Erickson, N.Y., where he was 
creative supervisor. Hanson replaces 
John L. Eckels who joined Mellon Bank 
as director of advertising and pr... 
Armold Varga’s US Steel ad, “You're 
Looking at the Two Cleanest Things in 
a Kitchen,” was chosen for AIGA's 50 
Best Ads of the Year show which opens 
in New York in the fall. Later the 
show tours the world under AIGA 
and State Dept. sponsorship . . . Judges 
for a Girl Scouts show: Mrs. Gertrude 
Temeles Half -of Associated Artists, 
Ruth Ebken, asst. AD for Pittsburgh pub- 
lic schools; Morris Kirshenbaum, director 
of Ivy School of Professional Art .. . 
FSR AD Al Kiefer is chairman of the 
Printing and Supplies Task Force of the 
United Fund's public relations committee. 
He chose John Whited, FSR radio/tv 
supervisor, as his assistant in the pro- 
ject... Ron to from Syracuse now 
with Herbick’s & Held’s AD staff... 
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MARSH 


THE WORLD’S FINEST 
FELT-POINT PEN 


Contest Rules 
We'll pay $150, $100 and $50 for the 
three t illustrations drawn on the 
age at the right with a Marsh 77 Pen. 
he next 12 winners each will receive a 
Marsh Drawing and Lettering Kit of 
4 pens, ink and extra points. 
Judges will be 
Harry CARTER past president 
of the Society of Illustrators 
Ray DoNnEy past president 
of Westport Artists 
Publisher of 
ART DIRECTION 
All entries become our property. 
Closing date is November 1, 1961, »o 
act like it’s for your best client. 
Winners to be announced in Januar ’, 
1962, issue. 
Contest not valid where prohibited. 


Don BARRON 



































Pick up your Marsh 77 Pen (or get one at your 
art supply dealer’s or stationery store for only 
$3.25, including pen, extra points and 1 oz. 
ink). Draw your own illustration in the blank 
space above, or on stock pasted in position. 
Then write your name and address in the 
space at the right, and return this page to us 
flat (do not fold), with the end flap from your 
Marsh Pen box. The three winners get $150, 
$100 and $50 (see rules at left). F-58 








I certify that the above illustration was done with 
a Marsh 77 Pen. 


Name.... 
Address.... 
City........ 


MARSH CoO. Belleville 6, Illinois 
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than the 
other man... 
when 

they’re both 
reproduced 
from the 
same type? 


the difference 
is explained 
in a brochure 


“rapid brightype 


conversions.” 
send for it.. 
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305 EAST 46th STREET ~ N.Y. 17 
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from art, transparencies & negatives 


* 





matte or glossy 
color prints 
any size, any style 


from art, transparencies & negatives 
WAtkins 4-8573 


(masters - duplicates) 


from art, transparencies & negatives 
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for busy layout men, 
2-headed designers 


s — —" 





paper-base or acetate 


108 W. 


(6-hour service available) 


24th St., New York 11 


Cables: Labsbebeli, N.Y. 





trade talk 


ST. PETERSBURG: Tom McManus. for 1° 
years with New York agencies, is now 
AD for Alfred L. Lino & Associates. In 
New York he had ADed for Duane Jones 
also Blackett-Sample-Hummert . . . SAN 
DIEGO: Steve Paton left Ryan to become 
creative director for the Fairchild Co. ir 
Maryland .. . Bill Reed to LA .. . Bok 
Nichols of the Union-Tribune to LA Time: 
. . . Red Hale is AD and acct. mgr. o 
Glenbar Co. which moves to Missio: 
Square building Nov. 1 .. . Joe Thei: 
and Bill Noonan moved to new quarter 
at 720 Robinson Ave..-. . 


BIRMINGHAM: Pub 
ART & DESIGN c Relations & Ad 


vertising Associates ‘cided Richard H 
Rogers as artist and production man. H: 
had been with Birmingham Paper Cc 
. CAMDEN: Robert Kroll joined Accen 
Graphics Industries, to promote Perma/ 
Vue, Accent’'s acrylic polyester rein 
forced fiberglass panel with lettering 
and artwork embedded. Kroll has beer 
in graphic production and sales for § 
years . . . DALLAS: Artist Bud Biggs. 
studio head and teacher, won the second 
emnual Dowdell Merrill Pacesetter award 
The Dallas printing firm gives the awards 
to individuals “whose personal leader- 
ship contributed to the growth of the 
graphic arts industry in the southwest.” 
Biggs was cited for his watercolor and 
pencil drawings, and for his teaching 
and organizational activities over the 
past 30 years. D*M announced the award 
with a mailing of a portfolio of Biggs’ 
work .. . LOS ANGELES: Richard Kuhn 
& Associates moved to 818 N. La Brea, 
HO 3-2355 . .. MONTREAL: Harry Liivink 
Associates to 1255 University St., UN 
6-3629. The New York branch is at 280 
Madison Ave., MU 4-1856 ... NEW YORK: 
AIGA awarded its medal to Paul A. 
Bennett. Presentation was made by AIGA 
president Alvin Eisenman at the award 
dinner. Frederick B. Adams, Jr., director 
of the Pierpont library, was toastmaster 
. Charles E. Cooper Studios moved 
production facilities of the White Plains 
branch to the New York office. But the 
White plains office, 11 Holland Ave. re- 
mains as sales branch . . . Charles W. 
North Studios has a new brochure out 
reproducing their art created for packag- 
ing, brochures, displays, annual reports, 
etc. For a free copy, write on your letter- 
head to them at 79 Madison Ave., New 
York 16... Artists Guild meets Sept. |! 
at Society of Illustrators, 128 E. 63, at 
8 p.m. sharp. Anyone interested may cat- 
tend. President John T. Garatti will ex- 
plain membership benefits which wi!! 
include a new newsletter, the AG mer- 
bership drive, the season's programs, an: 
announce plans for the annual Octobe: 
dinner which honors the Artist of the 
Year. The September meeting progra: 
will feature James Ernst, who spent Jur 
painting in Portugal at the invitation 
the Portuguese government. He'll sho 
the results of his work there ... Ms 
Richman Inc. closed New York art d: 
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A Contemporary Classic by Warren Chappell 
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Available in all sizes at 


HUXLEY HOUSE, LTD. 


16 East 45 Street, New York 17, NY: MUrray Hill 7-1050 
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More than thirty years ago, a young Ameri- 
can calligrapher and designer set out from 
these shores to perfect his art and to acquire 
at first hand the craft of punch-cutting and 
the technical requirements of type-design 
from the master himself: Rudolf Koch at 
Offenbach on the Main. 

When at the conclusion of his studies he 
prepared to return home, Rudolf Koch wrote: 
(we quote in part) “*...It is a miracle indeed 
that your good angel brought you to Offen- 
bach, that you took it upon yourself to deal 
with the various difficulties . . . solely to work 
with us in the workshop... 

“I know that in America they will not im- 
mediately understand what made you come 
and what took you back from here...but 
they will understand soon... Yes, I believe 
that your stay here will grow in time more 
in importance for you and all of us.” 

These are truly prophetic words which 
Rudolf Koch wrote, forecasting the coming 
trend of restyling the Roman alphabet in 
keeping with aesthetic and practical re- 
quirements of our times. Back in America, 
where the Roman alphabet prevails, Warren 
Chappell soon developed the idea of a new 
Roman, which he designed in New York in 
1938 and which D. Stempel AG in Frank- 
furt cut, cast and with true instinct named 
“Trajanus’’ after the Roman emperor whose 
accomplishments were immortalized in clas- 
sic letterforms on the Trajan column. 

In Europe, Trajanus became an immedi- 
ate success. It is used widely from the far 
north to the shores of the Mediterranean, 
and has established a widely followed trend 
in present day type design easily recognized 
in letters produced at later dates. 

While Europe spontaneously accepted and 
acclaimed Trajanus, the land of its birth has 
not accorded it the same response which it 
so clearly merits. Still, Trajanus is a classic 
among classics and it would be well for de- 
signers and the users of type to consider it 
again—to study its ornamental possibilities, 
its textural qualities, its companionate italic 
which colors so well with the Roman and 
last but not least its inherent fitness for any 
of the modern printing techniques. 

To acquaint yourself with Trajanus, also 
available for machine composition, we rec- 
ommend that you request our showing of 
Trajanus now in preparation for a reprint. 
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trade talk 


partment, but sales and contact will con- 
tinue from the office. All client services 
will be handled from the consolidated 
art department in Philadelphia (Balo 
Cynwyd). The consolidation move was 


- made to assure better art control and serv 
icing, Richman announced .. . Tru Colo: 
Laboratories added 2 principals, Steve 
Lansing and André Schellenberg. Lan 
sing, designer and builder of graphic ar 
equipment, and one of the pioneers ir 
the development of gaseous-burst agita 


tion and color stats, has been namec 


president. Schellenberg, a Swiss tech 
nician who specializes in all phases o 
color printing and processing, is vp, an 
general manager of the lab. Willian 
Sadlow Color consultant remains as th: 
3rd Tru Color principal . . . One of th 
1lth annual design awards presented b: 


the Industrial Designers Institute wa 
given to 3 at Visual Marketing Inc. Th: 
team: Armold J. Copeland, Robert Bake 
and Robert Y. Kimura. They won th 
honor of designing the new GE educa 


COLOR SERVICE, INC s EKTACHROME « ANSCOCHROME «= EKTACOLOR tional projects, which are 7 electronic’ 
ASSEMBLIES « REPRO DYE TRANSFER «= PRINTON = TYPE C PRINTS assembly kits for teen agers. Copeland 
SLIDES « DUPLICATE TRANSPARENCIES = ART COPIES « RETOUCHING president of VM, is a graduate of Art 


202 EAST 44TH ST., NEW YORK 17, N. ¥. « MURRAY HILL 7-1396 Center School, a past president of West- 
port Artists, a member of SI, a past mem 


ber of the U.S. Post Office Citizens Stamp 
Advisory committee . .. Dr. Joseph A. 
Precker is new marketing research direc- 
tor at Raymond Loewy/William Snaith 


. . . Vimcent Cooney, vp of American 
Blueprint Co., visited Paris, Rome and 
London members of International Assn 
>) A Ss of Blueprint & Allied Industries. He re- 
turned to the U.S. for the Houston con- 





vention of the association. His European 
trip was made during his presidency of 


' the ~~ x Da go are at the 
16 EAST 42™ STREET p L [. 2 2 40 252 EAST SI" ST. | phone, CO §-1640 ... Edward Rond- 


thaler, president of Photo-Lettering, in 

60 EAST 56” ST. 630 FIFTH AVENUE | Europe recently found a Russian publi 
pe Y P 

7 EAST 47™ STREET cation with pages of contemporary type 

and calligraphic alphabets one of which 

was a script by J. Albert Cevanagh. whose 

work is represented in Photo-Lettering’s 


7 2 
z definitive publication, Alphabet Thesau- 
_ rus. The Russians copied the script, ad- 
* ded and substituted cyrillic characters 


... Sidney A. Siegel, president of Master 

Typo Co., was elected chairman of the 

New York group of Advertising Typo- 

graphers Assn. of America . . . Elaine B. 

Lewis has joined art and photography 

YOURS: Outstanding Ae Fee ™ | reps Graham Associates as part of the 

Letterhead Design Port- contact team .. . Ron Fratell who had 

folio — created by the been asst. designer with Ken Saco As- 

Advertising Design De- . £ sociates is now with Hockaday Asso- 

AR ’ ciates. One of his designs, an annual 
% partment of world 4 ene 

F=Btamous Pratt Institute - : ~ report cover for Casnat Record & Distrib- 

PARSON p King Cott a“ = utors, was accepted for AIGA’s Design 

+<gdemaaniy tamed mee and Printing for Commerce show. Aaron 

Business Papers. Write Fuchs replaced Fratell at Ken Saco As- 

on your business letterhead sociates. Fuchs, who was freelancing, 

for Portfolio Number 452 Catalog had been with pharmaceutical agenci«s 

Pp Grace Letter Co.,Inc. | and was AD of the now defunct Jazz Guice 

ATSONS raven mivisien magazine . . . Eleanor Landy who w:'s 

eeeea ~~ 4+ ae et A Fe eg executive secretary of the Package D»- 

: ong —— at ae — a 
ssociates as adminis ve director . 

ALPHABETS Rudolf Schaefer Studios relocated to the r 
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To MOVE men, deliver your message forcibly. 
Unleash its full power on paper deftly chosen 
to enhance meaning and mood. When you 
select paper, profit from, the skilled creative 
counsel of your Oxford paper merchant. He 
is situated nearby—an experienced specialist 
who stocks the complete quality line of Oxford 
coated text and matching cover papers. Rely 
on your Oxford merchant to satisfy swiftly 
your every printing and budget requirement. 


Oxford North Star Papers, pride of the line, 
are a new family of trailing-blade-coated 
papers, distinguished for their remarkable 
levelness and their excellent printability. 
North Star superiority among coated papers 
can be demonstrated for you by your nearby 
Oxford merchant. For his name, drop us a 
card at 230 Park Avenue, New York 17,N.Y. 
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NORTH STAR LETTERPRESS PAPERS 
Polar Superfine Enamel 

Mainefold Enamel 

NORTH STAR OFFSET PAPERS 

Polar Offset Enamel 

Polar Offset Enamel Dull 


ffse meld 


Mainefiex Offset Enamel Dull 


OXFORD PAPER COMPANY 


SALES OFFICES: NEW YORK « CHICAGO e BOSTON 
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Range 


NEUTRAL GRAY 


PHOTO-ENGRAVER 
TESTED FOR 


RETOUCHING. 





GAMMA 


RETOUCH GRAYS & WHITE 


Take the guess-work out of retouching! 


Gamma® Grays are accurate equivalents of photographic tonal 
values. The 6 neutral values can be modified by mixing with Gamma® 
White or shaded to match specific warm or cool tones. 

For exceptionally warm-toned photographs add Gamma*® Warm 
Shader 1463 to Gamma® Grays. For cooler tones, add Gamma® Cool 
Shader 1464. 

Whether neutral, shaded or mixed with Gamma® White, Gamma* 
Grays are the retouchers’ choice for grays that reproduce with 
absolute fidelity of tone. 
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Kennedy Associates, Inc. 
141 East 44th Street, New York, N. Y., MUrray Hill 7-1320, 7-1321 


A Complete Service in Cartoons and Humor For Advertising 


own new studio building, 270 Asbur 
Ave., Westbury, L.I. Schaefer, who he 
experimented extensively in applied colc 
psychology, is an asst. professor at Ade 

phi College. He is completing a boo 

Footprints of Color, to-be published ne: 
year in several languages .. . Art St 

dents League begins 86th regular sessic 

Sept. 18.- New instructors include Ea 

Mayan, Bob Peak, Ray Prohaska ar 

others to be announ-ed. There will be 

special 2-day-a-week classes in additic 

to the regular l-evening-a-weeks .. . 

new show place is at Metropolitan Lif , 
1 Madison Ave. The company began 

series of 22 week exhibits of outside st - 
dios. The program began with the wo : 
of Mel Richman Inc. Second show w: ; 
a l-man exhibit by Metropolitan's ov 1 
Curt Bergwall. Sudier & Hennessey pr - 
sented the 3rd show. Each display cx 1 
average 20-25 pieces. To book, contc t 
James Duym, LR 8-3017 .. . Preiss & 
Brown Advertising moved to 660 Ma - 
son Ave., PL 2-6363 . . . Newton Fa!s 
Paper Mill and its New York distribut »r 
Cross Siclare & Sons chose Robert We »- 
ster to design the 2nd ad and direct mc il 
piece in the 1961 series promoting New- 
ton Fall's papers by introducing yourg 
artists. Webster, a recent graduate of 
School of Visual Arts, is the 10th ariist 
to be featured in the paper companies’ 
continuing campaign .. . Fred Richman, 
who was freelancing, joined EFR Display 











custom 
color 
prints 


FOR REPRODUCTION: 
FER ERO DYE TRANSFER 
.....s EKTACOLOR (TYPE "C”) 


COMPREHENSIVE: 
evnssbeasaliigns DYE TRANSFER 

EKTACOLOR (TYPE “C”) 
......COLOR STATS 


FROM ANY SIZE & KIND OF 
COLOR FILM OR ART 

MADE TO MEET YOUR SCHEDULE 
BUDGET & TASTE BY 

Kei 


COLOR qc ge INC. 
10 EAST 46TH ST., N.Y. 17, N.Y. MU _7-2595 


Associates, a newly organized group at 
252 E. 52 St. They design floor, counter 
units and motion displays . . . Illustrator 
Wallace Saaty moved to 30 E. 37 St. 
OR 9-7399 . . . Dolores Doyle left Potts- 
Woodbury for DDB as associate fashion 
director. . . The Metropolitan Museum 
is showing the most important loan ex- 
hibition of Chinese art ever sent to the 
U.S. “Art Treasures of China” includes 
231 pieces, paintings and ceramics, from 
the llth century B.C. to the 18th century 
A.D.-The exhibit is under the joint hon- 
orary patronage of President and Mrs. 
Kennedy and President and Mrs. Chiang. 
oe Sept. 15 through Nov. 1. Mu- 

of Modern Art selected Robert 
Motherwell paintings, Reuben Nakian 
sculpture, Leonard Baskin prints and a 
group show of 21 pieces—all to represent 
the U.S. at the 6th Bienal in Sao Paulo, 
Brazil, the largest international art festival 
in the western hemisphere. It continues 
from September through November. The 
group show includes Leon Golub, Rich- 








ard Diebenkorn, Ellsworth Kelly, Bur- 
goyne Diller, Lee Bontecou, Richard Stan- 
kiewicz, John Chamberlain, Richard Pou- 
sette-Dart, Sonia Gechtoff, Stephen 
Greene, Robert Engman. A show catalog 
was designed by Jack Reich and Elaine 
Lustig . NUTLEY, NJ.: Sel-Rex Corp. 
is promoting their Karatclad heavy 
gold electroplating process to the mcnu- 
facturing jewelry industry with a series 
of ads featuring 6 oil Paintings com- 
missioned to show man’s historical re- 
lationship to gold. Lithographed-on-pa:ch- 
ment reproductions of the art will be 
made available free. First in the se ies 
is The Alchemist, by Paul Lehr . . . 
| PITTSBURGH: Carnegie Institute Ga er 








CALL THE MAN FROM 


MARQUARDT 





ONE ON US! 


Just off the press — our latest 
brochure. Write on your 
letterhead for a copy— or 
call our representative, 
Jack McLoughlin— 
MU 6-5740. 





In a sense, the negatives in these crowded 
files represent 23,000 votes of confidence 
in our work. And all were cast by a single 


client.* 


This may not be a record, but it makes 
a point art directors can appreciate: buyers 
of photography don’t keep paying for 
superior performance unless they get it — 
consistently. 

If your own photographic needs demand 
that much, it happens to be exactly what we 
are selling. 


* Name on request 


HOEBERMANN STUDIOS 


49 WEST 44th STREET 


° MU 7-0006 





ies holds class registration this month 
. Pittsburgh Press cartoonist Art Wood 
was honored for the 3rd straight year by 
Freedoms Foundation at Valley Forge fox 
his Feb. 21 cartoon, Washington—Yester 
day and Today... . Pitt layout artis 
Richard Churilla married Pauline Mar 
chewka ... ‘6] Pratt grad Lee Tiffan: 
joined Pitt Studios as layout man. . 
ROCHESTER: Friden, Inc.'s educationc 
center, 31 Prince St., conducting continu 
ous graphic arts courses which includ 
full instruction on all production equir 
ment. They're free, held Monday throug 
Friday, and all books and materials ar 
provided. For details, contact Trainin 
Director, c/o Fridea Educational Cent 
. SOUTHBRIDGE, MASS.: Kent } 
Wright, who had been a graphics d 
signer for Mac-Bick Co., Cambridge, no 
packaging and graphics designer { - 
American Optical Co. He won the 19 | 
New England Paper Box Mfgrs. desic , 
award ... ST. LOUIS: John M. Lamoureu , 
typographic designer and an executi: > 
of Warwick Typographers, was electe | 
president of the Ad Club... . 
Howell Co: - 


PHOTOGRAPHY /TV 
ant now re - 


ped by Robert Gordon in NY, Chicag , 
east coast and midwest. NY contact: F_ 
1-1580. Chicago, Jack Kapes, MO 4-828 . 
East coast and midwest, Roland Gale, 
at NY office . . . A recent issue of The 
Professional Photographer featured a 9 
pp. illustrated article on Louis Hoeber- 
mann ... Photog/newsman Robert Tx- 
ber wrote M-26, a book about the Cuben 
revolution, Published by Lyle Stuart. 
Taber visited Castro early, later on, was 
with the invasion rebels last April... 
Joseph Conway is new sales rep for 
Brady Stewart Studio, Pittsburgh. He had 
been with Town Studios .. . Phoenix 
Studios is a new animation house on 
the 16th floor of 420 Lex, LE 2-7122. It's 
owned by Goulding, Elliott & Graham 
but operates independently as well as 
handling GEG accounts. Michael Smol- 
lin, is creative director. Ed Graham, 
GEG president, is Phoenix sales mgr. ... 
Barrie O’Daniels from Wilding studios to 
Fred A. Niles Productions to be vp in 
charge of a theatre, a new post. 

air and Project Unlimited are 
co-producing stop-motion tv commercials. 
In all other areas the companies remain 
independent. FilmFair produces filmed 
commercials, Project Unlimited does 
special effects for movies . . . Paul Field, 
who was producer/director at Benton & 
Bowles, and attorney Charles Steadman 
have formed Cinefield Productions, tv 
film producers, at 314 E. 41, N.Y. ° 











IM NEVER WITHOUT MY 


ACROLITE FIXATIVE 








SELL YOURSELF LOCALLY... 


Place an ad in 
Art Direction’s 
local news pages 














Bob Gelberg, INC. 
Photography 
Florida & the 
Caribbean 


ADVERTISING * ARCHITECTURAL * EDITOR 4L 
350 Lincoln Rd. / MIAMI! BEACH / JE 8-5 25 
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irectic 


TYPOGRAPHY by Aaron Burns...presents the latest directions used in developing creative typography for advertising and pub- 
licity. Most of the designs were produced within the last few years, and all are the work of outstanding art directors who are 


known for their creative use of type. All of the examples including 16 in full color, are reproduced full size from the original type. 
The author, a winner of numerous typography awards, examines each design to show the behind-the-scenes developments and 
considerations that make for effective and distinctive typography. 112 pages, 130 illustrations (incl. 16 in color). 10 x14, $10. 


Order from your bookseller or directly from Reinhold Publishing Corporation, 430 Park Avenue, New York 22, N.Y., U.S.A. 
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Elizabeth, New Jersey 


Gordon Aymar 


Bradbury Thompson 


Noel Martin 


3 to judge Art Direction's 
Creativity on Paper first annual ex- 
hibit, to be featured in the October 
i sue and exhibited in New York during 
} ovember, will be judged by 3 design- 
s of international reputation: con- 
ltant AD/designer Gordon Aymar, 
} oreton, Conn.; consultant AD/de- 
ner Bradbury Thompson, Riverside, 


Conn.; Noel Martin, Cincinnati Art 
Museum. Following publication and the 
New York exhibition, the show will 
tour. 

Awards will be made for creative use 
of paper in overall design concept and 
for execution of the concept. The ex- 
hibition will emphasize not publication 
or tv advertising as most design shows 
do, but direct mail, packaging, displays, 
publication inserts and covers. Pieces 
will not be judged in categories. Cer- 
tificates of Design Distinction for Crea- 
tivity on Paper will be mailed to de- 
signer and client of each winning piece. 


Wailace Elton Vp, a member of 
promoted by JWT the board of direc- 
tors and a senior member of both the 
art and editorial departments for years, 
Wallace W. Elton has been named ex- 
ecutive vp of J. Walter Thompson's 
New York office. A past president of 
NSAD and a past vp and executive 
board member of the NYADC, he is 
also a past governor and former mem- 
ber of the board of directors, eastern 
region, 4As. He holds a degree in phi- 
losophy from Brown University and is 
the author of 2 books, Navy in the Sky, 
and Guide to Naval Aviation. 
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Color is secondary B/w main illustra- 

tion spotlights at- 
tention on product story. 4 color photo, 
bottom right, and red body copy add 
warm color interest but do not over- 
power the b/w. 

Credits: AD Peter Hirsch, Douglas D. 
Simon Advertising. Copywriter Douglas 
D. Simon. Photographer Harold Becker. 
Logo, in black, was designed by Gene 
Federico years ago when he was AD of 
DDS. Headline, Chelt. B. Ext. Cond., 
body, Lightline Goth., Composing 
Room. 


CBS Films sets up independent 

CBS Animations 

New organization at 545 Madison Ave., 
New York 22, is ADed by Arthur Bart- 
sch, who is also director of commercials. 
Holder of numerous honors including 
representation at the Cannes festival, he 
has been in the field about 30 years. He 


@ 





began in the agency business but later 
switched to his major interest, commer- 
cial production. Eli Bauer, formerly 
with Ray Patin on the west coast, is 
design and story director. His work has 
been shown at the Venice festival. 

Ralph Bakshi, formerly of CBS Ter- 
rytoons, is animator. His assistant is 
Joe Grey, formerly with HFH. In ad- 
dition to the 2 staff animators, freelance 
talent will be used. The sales organiza- 
tion is headed by Tom Judge. 


Supermarket supermoves 

—records plus merchandise 

New use is being made of entertainment 
to move merchandise. This POP display 
is for Jiffy Sew, a liquid mending: prod- 
uct. Formerly a regional product, it 
achieved nationai distribution by a tie- 
in with a special and first record album 
by Jack Paar. The album—Jiffy Sew 
combination is distributed primarily in 
supermarkets and is available only as a 
package—the album can not be bought 
in usual record outlets. With an ad 
campaign in Life, Good Housekeeping 
and trade ads, the overall promotion 
sold 1,150,000 albums in its first month. 
A sale of 80,000 is considered successful. 

This merchandising technique is 
handled by General Harmonics and 
Video, a new corporation. GHV princi- 
pals are Jerry Deutsch, Lee Matison, 
and Sid Maurer, owner of Sid Maurer 
Studio. Upcoming record-product tie-ins 
include Connie Francis album for Bryl- 
creem, due in September, and an Eydie 
Gorme and Steve Lawrence album for 
Silvikrin shampoo. 

Credits: AD Sid Maurer, letterer Carl 
Dellacrose, photography, Sid Maurer 
Studio; for AE Mike Raymond, Grant 
Advertising. 


Like Picasso this color spread is high priced. To run in 44 magazines and 32 

Sunday newspapers, it will bill about $1 million, one of the bigges 

tabs for any one cosmetic ad. Illustration was made of 2 photos printed and assem 
bled for one engraving. 

Credits: AD letterer/spot artist William R. Collier, Post & Morr, Chicago. Copy 

writer Mary Agnes Schroeder. Photographer Richard Heimann, New York. Mode 


Heather Hewitt. Type, Ven. Med. Ext.; Bundscho. Engraver Collins, Miller, 


Hutchings. 


Ladislav Sutnar exhibit A comprehensive and the first retrospective show of the 
work of Sutnar, an international pioneer in graphic de- 
sign, was planned and debuted at the Contemporary Arts Center of the Cincinnati 


on national tour 


Art Museum. The show, sponsored by Champion Paper & Fibre Co., one of th 
few in which a large industrial firm has backed a purely educational exhibit with 
out any product demonstration. 

The exhibition, designed by Sutnar himself, is presently touring. It consists o 
$1 panels displayed on 4 structures each about 20 ft. long. Total weight is abou 
2500 Ibs. The show is shipped pre-paid via truck freight. Rental fee is $150 fo 
4 weeks. To book, contact Allon T. Schoener, Curator, Contemporary Arts Center 
Eden Park, Cincinnati 6, O. 
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Unique looks Color ads for electric 
in electrics typewriters show widely 
differing takeoff points though basic— 
clear product pic—remains the same. 
Result: a unique image for each com- 
petitive make. 

Credits: Raphael—AD Florence Bez- 
rutezyk, Underwood. Designer Giovanni 
Pntori. Photographer Toni Ficalora. 
Copywriter Ed Zern, AE, Geyer, Morey, 
Madden & Ballard. Type, Stand. and 
Stund. Med.; Harry Silverstein, Inc. 
H :adline—outline letters with combina- 
tion of process colors in tints and solids 
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up to 240%. This is 3rd in a series of 
5 ads in the Underwood new look. 

IBM—AD Gene Federico, B&B; pho- 
tographer Lester Bookbinder; copy- 
writer Arch Nadler; head, Frank. Goth. 
W., body, Lightline Goth.; Typographic 
Craftsmen. 

Royal—AD/type director Arthur Har- 
ris, Y&R. Photographer Harold Becker. 
Copywriter Pete Peabody. Type, (for 
typewriter in a red white and blue fan- 
tasy sky), Bookman Ital., (against yel- 
low and ivory plaster and paper), An- 
tique B. Cond.; Rossiter. 
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Keeping one’s eye Campaign for Ben 
on the ball Hogan golf equip- 
ment putts attention on product and 
simple concept, in first (4 color) page 
of 2 pp. ad. Back page details the sell 
in 2 color superimposed on bleed photo. 
Credits: AD/artist Mike Windsor, 
Jack T. Holmes & Associates, Ft. Worth. 
Copywriter Jack T. Holmes. Photog- 
rapher Alphonse Simon. Types, Cent. 
Schoolbook and Ven. Med. Ital. 


























The Message An approach rarely if 
not the product ever seen in auto ad- 
vertising here presented with b/w 
tongue in cheek humor for SEP and 
Life. Signoff with Schulz’ Peanuts car- 
toon ends ad on note it began. 

Credits: AD Bill Buckley, JWT. Pho- 
tographer Leon Kuzmanoff. Type, Chelt. 
B. Ext. Cond. head, Cent. Schoolbook 
body. 

(continued on page 76) 





Please! Don’t get me anything 


Pay no attention. She’s not only getting a Mother’s Day gift...she’s 
‘getting something special. A handbag from France, perhaps. Ora silk 
blouse. Or a one-of-a-kind boutique treasure. Something that’s as 
wonderful as she is. If there’s just one problem...if you're wondering 
how to swing it... you can make a little cash look like a lot of love 
by getting her present at Ohrbach’s. (Mother's Day is May 14.) 


34* Sc. opp. Empire State Bidg.- Open Mon. & Thurs. till 9- Newark Market & Halsey 


WHAT’S NEW...WHAT’S BEST 


Art Direction’s critic panel watches direct mail, displays, illustration, photography, 


packaging, newspaper ads, consumer and business magazine ads, posters, TV 





1) Rag doll riot 

Series of Ohrbach’s newspaper ads and 
subway posters recently using rag dolls 
reshened the continuing campaign with 
1ew humor. 

Credits: AD Robert Gage, DDB. Copy- 
vriter Judy Protas. Type director Klaus 
ichmidt. Photographer Wingate Paine. 
Cype, Times Rom.; Typo Craftsmen. 


) A natural 
“v commercial for Bell & Howell’s re- 


1ote control slide changer integrates 
opy, sound track and visual in an un- 
»rced unphony presentation. Camera 
»cuses on hands of men who pass the 
roduct around, the while commenting 
n it in natural sounding dialog. Re- 
ixed transition to closeups. 

Credits: Agency McCann-Erickson, 
hicago: AD Jack Siegel, copywriter 
|fartin Koehring, producer Edward J. 
}faroney. Production company Jerry 
] airbanks Productions: AD Donn Greer, 
< irector Robert Larsen, cameraman Ray 
I oster. 


3) 2 color is the theme 
Yellow of the Western Union blank, in 


this business ad for Western Union, 
works for product, symbol, and the 
graphic—all one. 

Credits: AD Dan Cromer, B&B. Copy- 
writer Jay Folb. Type, Frankl. Goth. 
Cond. and telegram tape; Frederick W. 
Schmidt, and Western Union. 


Skip it 
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gig 2 eos, ane anal 


Ever since Eve, women have bpen attracted by color. At least most 


oo.  . 





women, Woman's Day applies thes phenome. 
non to mail order advertising with a special four-color, hull color retail “Shopping Center.” 
‘Successtully, we believe. For that is where five million women, with eyes for color, turn for 

a cteven million matted requests to 


slate, it is no more than fair to describe f men). Oh yes, you 





ig 


d in closing dates. They are june 15. 





“es ature seupectnehy With adveruning ‘evemue forthe Woman + Day Shopping Canter ap 
over 50% in 1960 and much more of the same expected in 1961, we can afford the soft sell. 


Wemanis Day 





4) Food sculpture fakir 
Direct mail pieces for Abbott Labor: 


tories’ Dayalets vitamins use the foo! 
sculpture characters also seen in the - 
counter displays. This “Fable of 
Fakir” folder has “Skinny Sal fro», 
Southern Cal .. . a dietary mystic ' 
She’s made of salad greens. 

Credits: AD Charles Walz, Jr. D - 
signer Norman Perman, Chicago. Pri: - 
ed in full color by Runkle-Thompso - 
Kovats and Cadillac Printing. 


5) Judicious color 
With Eve as the theme, this trade d 


limits 2nd color red to appeal in t e 
tree, headline, and letter o in the lo o 
adapted by AD. Attention to detail,  1- 
cluding careful choice of type, p! is 
simplicity in illustration gives an over |] 
cleanness plus enough snap to stop. 

Credits: AD/artist Herb Stern, He b 
Stern Associates. Copy, Fawcett pron > 
tion dept. Type, Optima Semi B.; F a 
ber. Black tree is stat of crayon dra v- 
ing. Gray figures, and snake that lez |s 
into headline, pencil. 


6) Overpowering scale 

Exciting image in deeply colored phoio 
graph of Arizona’s Canyon de Che'ly 
contrasts stone gorge with white horse 
minute in this scale. 

Credits: AD Frank Zachary, art editor 
Louis Glessmann, Holiday. Photogra- 
pher Ernst Haas, from portfolio for The 
Magnificent West. 


7) Playboy's “Properly Linked” spread 
effectively interrelates type and picture. 
Credits: AD Arthur Paul, Reid Aus- 


tin. Photography, The Playboy Studio. 


8) Theme for a broad program 
Wraparound cover for Massachusetts 


Institute of Technology’s program ol 
centennial celebration has color com- 
position dominated by red with cold 
accents of blue and green. The hard 
pattern is softened by textures of pal- 
ette knife technique. 

Credits: Designer Jacqueline S. Casey. 
Program prepared by MIT Office of 
Publications. Production, T. O. Met- 
calf Co., additional typesetting, Rand 
Avery-Gordon Taylor Inc. Covers print- 
ed by Jos. Enschede en Zonen, Haarlem, 
The Netherlands. 
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six pairs to suit we and shirtings pir ty 


9) By a nose 
Expressing “the competitive edge,” these 


brilliantly colored horses’ heads in pur- 
ples, highlighted in center with reds, 
yellows, green and silver. Printed on 
aluminum foil, this is first page of ad for 
Kaiser Aluminum. 

Credits: AD/designer Tom Kamifuji, 
San Francisco. 


10) International design 
Logo and package design for Inter- 
national General Electric’s transistor 
radios and components were done in 
New York, printed and manufactured 
in Japan. The products are made in 
Japan, distributed internationally. 
Credits: Designers Stuart and Gunn, 
p:ckage designer William Gunn, cor- 
porate symbol by Tom A. Fraser, hand 
tering by S&G. Types, Venus and 
indard; Composing Room. Red, white, 
ck and gold. Tube carton, white 
p. tent coated 18 pt. board. Radio con- 
te ner, 40 pt. clay coated. 
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The Fight for 9/10 of a Cent 


s 


©1961 Time Inc. 


by Walter Guaserdi Jr. 
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11A, 11B) From paint to photo for outdoor 
Hamm's poster campaign has been suc 
cessfully using outdoor paintings fo: 
some time, and being copied photo 
graphically by many competitors. Nov 
Hamm’s turns to photography, follow 
ing the trend. 

Credits: A), AD Pat Nolan, Campbell] 
Mithun, Minneapolis. Artist Carl Pau! 
son. B), AD Pat Nolan. Photographe 
Jim Braddy. Dye transfer assembl; 
Shigeta-Wright. 


12) Personal interpretation illustration 

of industrial subject doesn’t get in th 
way of rendering a “nuts and bolts 
assignment. One in portofolio of colc 
illustrations in pen and ink line, colo 
ed inks and opaque colors. 

Credits: AD Leo Lionni, layout t 
Ronald N. Campbell, Fortune. Arti 
Jerome Martin. Type, titles in Bo 
Book Ital., side captions in Ideal, oth 
captions in 8 pt. Cent. Exp. and 10 p 
Antique, text in Cent. Exp. 


13) Flowers or fashions? 
Family Weekly has been upgrading is 


Sunday Magazine layouts. Here’s a typ.- 
cal recent bleed page with yellow cap- 
tions on light brown background. Type 
set in flowerpot base is black on yellow. 
Story is on fashion accessories—butter- 
fly, bug and big flower pins. 

Credits: AD Phillip Dykstra. Photog- 
rapher Anthony Cutroneo. 


14) Pyramid for construction toy 
Pack for an inexpensive toy is a hollow 


pyramid which allows stackup of boxes 
while displaying design and product 
name. Each side of the pack has a dif- 
ferent color, allowing different stackup 
designs. The toy, colored rods and 
attaching units, is loosely packed in 
walls created by inner and outer pyra- 
mids. One side of outer pyramid opens 
as a flap. Bright red, blue and green of 
rods is repeated in carton design. 

Credits: ADs David Enock, Thomas 
Geismar, Chermayeff & Geismar As- 
sociates. Designer/hand letterer Enock. 
Photographer Len Gittleman. Type, 
Futura. Boxmaker Universal Folding 
Box. Toy design, Don Gellert, Modu- 
lar Fabrications. 





15) A natural gimmick 

Mailer for Westinghouse Modern Main- 
enance Service emphasizes—in reverse 
-reliability. Real dice with snake eyes 
ip are gummed to front fold, head- 
ined, “maintenance is no gamble.” 
econd fold opens to show diecut dice 
vith a natural up and headline “It’s 
natural with Westinghouse.” 

Credits: AD Earl Schwartz, Graphic 
rts Production Section, Westinghouse, 
‘ittsburgh. Art, Pitt Studio. Green, red, 
/w. Copywriter Thomas B. Fenzel. 
’M, R. L. Fuchs. Type, Ven. Med. Ext., 
Jeuland, Cent. School Book; Davis & 
Varde. Lithographed on 65lb. Lynn- 
eld Embossed Cover (Whitaker) by 
\tlas Lithographing. oa 





Are becoming conversation pieces because 
CC er many ne et es emt coat 
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(continued from page 69) 
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Wellgroomed mailer Promoting True 

Magazine's “ap- 
parel and appearance spectacular,” this 
15% .x 8% diecut mailer to advertisers 
is, sheet by sheet, a black jacket includ- 
ing lapel fold, red vest, gray shirt with 
red and black tie. 

Credits: AD/designer Herb ‘Stern, 
Herb Stern Associates. Photographer 
Protzman/Ito Studios. Copy, Fawcett 
promotion dept. Type, Standard heads, 
News Goth. text; Kurt Volk, Inc. Stock, 
65 Ib. Black Strathmore Cover, Curtis 
Stoneridge 70 Ib. red cover, Curtis Stone- 
ridge 75 lb. gray text. Cover silk screen- 
ed, rest offset; General Reproduction. 


Coronet dies, aged 25 
The October issue of Coronet, pub- 


lished by Esquire, Inc., is the 25th an- 
niversary and last issue. Original plans 
to produce a special silver anniversary 
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issue of November were shelved. Art 
and photography contracted for beyond 
October will be paid though the ma- 
terial may never be used as originally 
intended. It will become part of the 
inventory to be used by other Esquire 
divisions or sold. In addition to Es- 
quire magazine, the firm owns a film 
company, a radio station, other busi- 
nesses, and is considering starting 
specialized magazines. 

Esquire is dropping Coronet after 2 
years of no profits but rising circula- 
tion — a record of 3,120,000 was an- 
nounced. Rising production costs and 
dropping ad revenues killed the month- 
ly. No buyers could be found for Coro- 
net but several years ago Look offered 
$5 million and was refused. 

Time Inc. also was interested until 
their lawyers warned of possible anti- 
trust action. Time Inc. is said to receive 
about 1/3 of the nation’s ad dollars. 

Coronet AD Martin Rosenszweig, art 
editor Ken Munowitz and picture editor 
Philip Doyle were among the 80 em- 
ployees affected. Doyle recently was 
awarded a gold watch for his 10 years 
with Coronet. Rosenszweig is designing 
a book on the 25 years of Coronet’s 
existence. To be published by Harper's 
around Christmas, the 84% x 11 hard- 
bound tentatively entitled Fabulous 
Yesterday will include reprints of arti- 
cles, art and photography by famous 
names. Rosenszweig also ADed/designed 
a half hour film for the World Bank, 
produced by On Film. Half of the film 
is graphics he designed, the other half 
is live photography shot in Italy. NBC 
associate AD Al Sherman was co-AD. 
The film debuts this month. 

Coronet editor Lewis W. Gillenson 
remains at his office for several months 
and he may be contacted to reach 
Rosenszweig, Munowitz, Doyle and 
others. Coronet is at 488 Madison, New 
York 21, PL 9-3232. 


Business Publication Designers 
to hold contest this fall 


A juried show for business publication 
designers will be sponsored in Novem- 
ber by the Society of Business Publica- 
tion Designers, east section. Entry blanks 
are being mailed in September. Details 
are available from national president 
Henry Balfour, ASME Editorial, 29 W. 
39 St., New York, PE 6-9220. 

SBPD east section’s programs for the 
coming season are: September, “Advice 


from a Design Consultant,” Paul De 
Guzman; October, “Use of New Ar 
Materials,” Tobias Moss; November, th: 
contest; January, “Basic Principles o 
Design—Layout,” seminar with a desig: 
consultant discussing new trends in ed 
torial design; February, “Basic Princ 
ples of Design—Typography,” semina 
with guest speaker Aaron Burns. 

Meetings are held at the Armor 
33rd St. and Park Ave., with luncheo 
12-1 and program 1-2 p.m. Luncheon 
$2, but membeys and guests may atten 
the program“ only free. Reservatior 
may be made’with Kenneth Corell, P 
6-6872. a 


Aaron Burns, 
for eight years 
Director of De- 
sign and Typog- 
raphy at The Composing Room, Inc., has 
joined Graphic Arts Typographers, Inc., 
New York. He will be President and Direc- 
tor of Design. 

Former President Daniel J. Haberman 
continues as Chief Executive Officer and 
has been elected Chairman of the Board. 

Mr. Burns began his career in the typo- 
graphic field in 1949 with Empire State 
Craftsmen, Inc. which, in 1960, merged 
with Graphic Arts Typographers, Inc. «s 
a wholly-owned subsidiary. 

Mr. Burns is an active member of t! 
Type Directors Club, Art Directors Club: 
New York and the AIGA. He is Direct 
of the new International Center for t! ¢ 
Typographic Arts, a lecturer on typo 
raphy and design, an instructor in A 
vanced and Experimental Typography 
Pratt Institute and author of the ju ! 
published “Typography” by Reinhold Pu 
lishing Corp. 


Aaron Burns 
joins Graphic Arts 
Typographers, Inc. 
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F chard Prezebel named 

/ ) of the Year chairman 

) SAD president Arthur T. Lougee 

n:med Kansas City president Prezebel 

c airman of the 15th NSAD Annual 

‘ward. The award, the highest honor 

t. be bestowed upon an AD, is 

d-cided by the vote of some 40 clubs 

representing about 4000 members. 

A‘l clubs will receive a bulletin 

early in October, calling for nominations. 

Their nominations must be mailed 

by Nov. 15. Candidates are featured 

in the February issue of Art 

Direction. Balloting will take place 

in February and March and the 

winner will be announced at the 

NSAD annual meeting in April. 
Prezebel, AD of Potts-Woodbury, 

serves as art supervisor on Interstate 

Bakeries, American Wool Council, 

and Black, Sivalls & Bryson accounts. He 

has won 2 best in show awards 

from the Kansas City show, both for 

Braniff Airways posters. He has also 

received numerous awards 

for newspaper and magazine ads. 


Pittsburgh show deadline 

Nov. 1 

The call for entries for the ADSP’s 

5th will be in the mails Sept. 25 

and entry deadline is Nov. 1. 

A jury will judge Nov. 17 and 

the awards dinner will be held at 

the Hilton Feb 2. Serving on the show’s 
amittee are general chairman 

Fisher; asst. chairman Bob 

nhouse; treasurer Harry Donch; 
licity, Morris Kirshenbaum; 

iy, Bernie Scheid]; collecting, John 
uck; house, Alan Amsler; 
gram, Paul Marin; design, 
Fisher, Jr.; advertising, Al Kiefer; 
iting, Walt Lafferty; 
tography, George Mock. 
ecent guest speaker was Ralph L. 
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Hoy, motion picture director for 
Alcoa. He discussed styling of films 
and the roles of art and music, 
showed and discussed clips from noted 
American and European films. 


Darrell Burchfield 

heads San Diego 

Succeeding Steve Paton who has 

left California to become creative 

director for the Fairchild Co. in 

Maryland, Darrell Burchfield of 

Frye & Smith Lithographers’ new art 

division Image has been elected 

San Diego club president by the board 

of directors. Burchfield, originally 

from Ohio, has worked in all phases 

of graphic arts there and in Chicago, 

where he attended the American 

Academy of Arts. He has been 

art supervisor at Convair Astronautics. 
Club plans to hold the annual 

seminar Saturday, Nov. 4, 

from 11 to 4:30 at the Art Center of 

La Jolla. Theme will be The Evolution 

of a Professional Artist. A poll 

of the students who attended last year’s 

seminar showed most felt it was 
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National Society of Art Directors 


informative and worthwhile. Slides 
and tape of the 1960 seminar were 
shown at a recent meeting addressed 
by Stanley Frank, vocational 

guidance director of San Diego 
Schools, and Miss Biglow, 

San Diego State College Art Dept. 

Recent guest speakers included 
Mr. Ruocco of Ruocco and Delawie 
Architects. He discussed Citizens 
Coordinate, a group of citizens 
promoting high artistic standards 
in the physical development of 
San Diego. Bill Noonan was elected by 
the club to serve as its representative 
at CC meetings. 

Other programs and speakers have 
included Paul Terry of Copley Press; 
a joint meeting with San Diego 
Sales & Advertising Club with 
speakers Charles Lee Hastings, copy 
chief, and George Labadie, executive 
AD, both of Donahue & Coe. 

A recent award-of-the-month went to 
Bill Noonan for his design of a 
safety poster for Stan Hodge. 

Geoff Relf is in charge of plans 
for the Famous Artists Schools 
scholarship. The club library will be 
given a complete set of text books on 
commercial art illustration and design. 


San Francisco’s 12th 
to preview Nov. 17 
Art Directors and Artists Club of 
San Francisco’s 12th annual exhibition, 
to be chaired by Ad Taylor, FCB, 
will be hung in the city’s newest 
skyscraper, the International building, 
St. Mary’s Square. The show will 
be published, with publication date 
to coincide with the 
opening of the exhibit. 

The club is a cosponsor of 
Eyes West, the first annual conference 
on the west coast for designers, artists, 
ADs, illustrators, photographers, art 





teachers and students. To be held 
Sept. 15-17 on the Monterey Peninsula, 
it will be devoted to exploration of 
the creative process with personalities 
from many fields participating. 

ADASF’s Sept. 14 meeting will 
have Jack Roberts as guest 
speaker. With Carson/Roberts, LA, 
he has actively participated in 
the International Design Conference at 
Aspen for years, and is now 
associated with the Eyes West 
conference. 

Club held a business and ethics 
meeting to discuss: 1) Can the “extra 
pay for extra use” clause of the Code 
of Ethics be enforced? 2) Are price 
increases in order? 3) Can a pricelist for 
artists and art buyers be drafted? 
4) Can speculation be curbed? 5) What 
remedies are proposed 
by artists’ groups? 

A report of the NY Society of 
Illustrators was summarized. The 
NYSI's legal advisers reported enough 
precedents exist to support artists’ 
claims to residual rights. The 
SF panel's discussions and 
conclusions were: 

(A) Artists should quote prices on 
an intended-use basis. (B) Prices 
should be increased. Art charges 
in general are not much more than 10 
years ago when a local survey was 
published. General graphic suppliers 
and advertising media have increased 
rates quite substantially. It would 
be advantageous to have a printed 
pricing guide showing minimum 
and average charges for most jobs. 
(C) Speculation was condemned, 
especially the practice of having 
artists prepare so-called samples in 
competition with others, with no 
payment to anyone but the “winner.” 

Three committees were suggested. 
One would define and present to 
agencies the club’s position on 
extended and reuse of work. Another 
committee representing several club 
sections would draft a price list. 

\ third group would explore details of 
a guild setup. Future programs are 
planned to deal with problems in 

the general area of business and ethics. 

Club’s programs included a 
cocktail party at the World Trade 
Center for Bob Runyan, Art Shipman, 
Bill Tara, Arnold Varga, Steve 
Baker, Saul Bass, Dick Coyne, Stan 
Freberg, and Howard Gossage. In 
late September or early October 
the club will visit Hotel Leger in 
the gold country. The trip 
will be planned by 
Tom Hall’s :program committee. 
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NSAD jewelry available 
Now obtainable through NSAD 
headquarters in New York, 115 E. 40 St., 
New York 16, are sterling silver 
tie clasps engraved with the 
NSAD colophon, and gold plated 
tie tacks with the NSAD symbol. 
Sales of the jewelry are being 
reactivated by NSAD executive secretary 
Mrs. Janet Orr. Tie clasps are priced 
at $10 with $1 tax, total $11. 
Tie tacks are $4 each 
plus 40¢ tax, total $4.40. 

The clasps are also available without 
the colophon. It is suggested that 
these may be engraved with the initials 
of local club officers and chairmen 
and presented in recognition for services. 

Proceeds after the cost of the dies 
is amortized will go to NSAD. 


Nashville’s presidents, 
old and new 
New president Hermann Zimmermann 
takes over from retiring president 
John L. Sellers, Methodist Publishing 
House. Other officers are first vp 
Mike McCrickard, Williams Printing; 
second vp Bob Hitt, Coggin 
Advertising; secretary Fred Hall, 
Associates Finance; treasurer 
Margaret Rigg,: Motive Magazine. 
Club’s annual scholarship was 
awarded to Marian Walkup, who is a 
graduate of Hume-Fogg High School. 
George Bloom, asst. to the manager 
of Eastman Kodak, presented Color 
Collage, an Eastman Kodak film, 
at a recent meeting. 


Miami's 9th 

Oct. 21 

Sept. 15 is deadline for all entries 

for the club’s annual exhibit. This year 
the show adds a new category: ad 
campaign. This will embrace all 
elements, theme, copy, merchandisin 
graphics. The Awards dinner will 
be held Saturday, Oct. 21, at the Dupo 
Plaza hotel. Since the club’s 
NSAD-assigned project is the 
furtherance of Latin American relatio 
the exhibit will include several 
Latin American markets, which have 
been invited to participate. It is 
planned to select one Latin Americar 
country as theme for the Awards dinn 


Cleveland officers 

plunge into action 

Leader of the band, president Fran} 
Bohnel, BBDO. Seated respectively 
left and right, secretary Lou Caln 
Carr-Liggett; and vp Ed Kagy, Lang 
Fisher & Stashower. Standing, executive 


board member Dave London, Griswo!ld- 


Eshleman; executive board member 
King Beach, King Photography; 
treasurer Harry Bush, Bayless-Kerr; 


executive board member Tom Shephard, 


Lang, Fisher & Stashower. 


Milwaukee chiefs 
ADCM officers for the coming seaso! 
are, from the top: president Ralph 


Cavan, AD Klau-Van Pietersom-Dun! p; 


vp Glenn Sontag, AD Milprint; 
treasurer Allen P. Zoellick, Hoffman 
York, Paulson & Gerlach; 

secretary Al Jacobs, Jacobs-Keelan. 





Balti 
Clul 
insta 
Don 


NYADC’s travelling show 

chaired by Harold Sosnow 

\lthough the deadline for scheduling 
he 40th annual exhibit was Sept. 1, 
ater bookings are being accepted 

rom clubs around the country. 

The show is also being made available 
o other art groups, colleges, etc. 

lo book the show, contact 

farold Sosnow, at NYADC headquarters, 
15 E. 40 St., New York 16, or at 
larold Sosnow Studio, 33 W. 42 St., 
New York 36, LO 4-5134. 


LAIR 


Baltimore installations 

Club’s 12 past presidents attended the 
installation of current leaders: President 
Donald C. Major, partner in 
Major-Keesey Studios; first vp Donald 
N. Culbertson, partner/AD Foremost 
Graphic Services; second vp J. Stanley 
Paulus, AD VanSant Dugdale; 
treasurer Robert Nohe, AD 
Barton-Cotton; and seated, secretary 
Carol H. Little, freelance artist; asst. 
secretary Jane S. Edmonds, AD 

James W. Rouse & Co. Asst. treasurer 
Frank M. Volpitta, AD AWL 
\dvertising, is not shown. 

Dallas-Ft. Worth 

nemes Harold Lindgren 

L..cal officers are now headed 

by president Harold Lindgren. 
Hirold Quiram, The Studio, 

is vp; Lee Schwartz, Thor 

St dio, is secretary; Bill Taylor 

is .reasurer. Program chairman is Bruce 
G iffen, Ed Bearden Studio. He is 

al » NSAD corresponding representative. 
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Membership committee heads are 
Curt Davison, Don L. Baxter 
Advertising, and Forest Newman, 
Magussen Advertising. 


Rochester installed 

At top, president Chadbourne V. 
Hickey, AD Rumrill Co. Center, vp 
Robert E. Wright, freelance. Left, 
treasurer John Edens, freelance 
illustrator. Right top, secretary Albert 


L. Wilson, AD Rumrill. Right bottom, 


associate executive board member 
Richard A. Ellsworth, Hutchins 
Advertising. Executive board members 
Kenneth T. Miner and Frank 

Strasser are not shown. 


Cleveland show design 
by Don Trousdell 
Pitt Studios’ designer Trousdell, a 
graduate of Pratt Institute, won the 
pre-show design competition with a 
typographic piece featuring numerals | 
through 13 to indicate yearly 
progression of the Cleveland annual 
show. The winning 2 color piece 
will serve as theme for all promotion. 
The awards presentation will be 
held at a luncheon Nov. 6 in the 
Manger hotel. Winning entries will 


receive 3 awards each—for AD, agency 


and client. Judges will include 3 
out of town ADs chosen for their 
ability to “recognize good selling 

copy as well as good selling art.” 
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All judging will be by secret ballot. 
Entries will provide space for 
copywriter’s name as well as AD’s. 
Show chairman is Thomas W. 
Shepard, Lang, Fisher & Stashower. 
He announced the club hopes to 
exhibit 350-400 of 1200-1500 entries 
expected. Emphasis will be given 
ties between art and copy. 
Exhibition details are available from 
Cleveland club leaders or from Art 
Directors Club of Cleveland, 
428 Bulkley Bldg., 1501 Euclid Ave., 
Cleveland 15. 


to close 


Bostonians to serve 

for 2-year term 

Front and center is Leo A. Harrington, 

vp and creative director of 

Hoag & Provandie, who was elected 

president of the Boston club. He 

had served as secretary, was co-chairman 

of the Boston Advertising Club's 

First Annual Hatch Creative Awards. 
From left, secretary Ernest Degal, 

AD Henry Loudon Advertising; 

treasurer James Atkins, AD 

Laurence Associates; Harrington; 

vp Paul Hardy, Berkely Press. 


Philadelphia's 26th 
Nov. 21-Dec. 30 
Awards will be announced for the 
Philadelphia show at the awards 
dinner to be held Saturday, Nov. 18, 
Cherry Hill Inn, Haddonfield, N. J. 
The show will be hung at the 
Philadelphia Museum College of Art, 
Broad & Pine Sts. In addition to the 
usual gold and silver medals in the 
major divisions of Design of Complete 
Unit, Art, TV, Sales Promotion Film, 
there will also be special awards 
for engraving and printing if entries 
show outstanding achievements, 
in the judges’ opinions, in these 
fields. Twenty-seven categories will 
be judged in the major divisions. 
Print judges are BBDO AD Arnold 
Varga, Push Pin Studio AD Milton 
Glaser, freelance illustrator Harvey 
Schmidt, Show Magazine AD 
Henry Wolf, PKL AD George 
Lois. Judges for tv and sales promotion 
film are Harry Dunn, film AD Mel 
Richman Inc.; Jim Cherry, 
tv AD N. W. Ayer; Maurice Flantzman, 
copy group head, Warwick & Legler. 





Exhibition committee members are 
chairman Terry Oakley; co-chairman 
Philip M. Veloric; design and art, 
Luebbers & Fong; printing and 
production, Harry Casterlin; selection 
and judging, Bill Schilling; publicity, 
Les LaBove; tv and film, John 
McCullough; special-events, Don 
Jackson; design of exhibition, Phil 
Eitzen/Mort Kohn; hanging, Sue 
Schultz/Phil Snyder; awards dinner, 
Gan Taylor Mears; awards, Boris 
Drucker; finance, Carl Eichman; 
entertainment, Bob Cargill. 


ADLA installs 
and chips in 
l'urning over their wallets to treasurer 


Ron Patterson, Occidental Life, are 
first vp Len Pilley, Hixson & Jorgensen; 
president Luther Weare, North 
American Aviation; secretary Jim 
Millard, Galaxy Advertising; second 
vp Dan Partain, Reach, McClinton. 

Board of governors: Ted Poyser, 
Gaynor & Ducas; Art Sherman, Hixon 
& Jorgensen; Douglas Kennedy, 

Charles Bowes Advertising; Don Kracke, 
Max W. Becker Advertising; Roy 
Rogers, Nides-Cini; Carl Moore, 
Charles Bowes Advertising. 

Club’s George Rappaport and Ted 
Poyser were among the 19 leading 
advertising men who judged the 
recent Los Angeles Advertising Women’s 
annual achievement awards 
competition. 


Detroit’s 13th 

awards dinner Sept. 30 

Board members of the ADC and 

the Detroit Copy Club have named 
Saturday, Sept. 30 as date for their 
13th annual advertising awards banquet 
to be held at the Hillcrest Country 
Club, near Mt. Clemens, in 

St. Clair Shores. ADC president 

Bruce Unwin, MacManus, John & 
Adams, and Copy Club president 

Ted Wilner, J. Walter Thompson Co., 
announced, “It will be a totally new 
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advertising awards show, designed to 
introduce a new critical standard 
for awards recognition more 
comprehensive and exacting than 
any other creative appraisal 

ever attempted.” 

The 1961 Bravo awards cover 
8 major categories, with a total of 
32 classifications. Best of show 
receives an additional Bravissimo award 
for the year’s outstanding achievement 
in consumer, industrial, or 
public service advertising. 

Entries were screened at the 
Whitaker Guernsey studio in Chicago by 
prominent Chicago ADs and 
copywriters. Accepted entries were 
then judged by vp/copy director 
Ernest W. Eversz, FCB; Clarke 
Robinson, creative director of KMG 
New York; vp Geddis 
W. Harrington, Morton Salt Co. 

The Bravo awards and other 
accepted entries will be reproduced in 
Detroit's first annual of advertising 
art. Publication is scheduled 
for November. 

Show committee co-chairman are 
Ted Wilner and Barron Hoffar, 
call brochure; Phil Mason and Ray 
Kolby, exhibition committee; Jim Lodge 
and Barron Hoffer, publicity; Len 
Kotowski, Joe Kidd and Roy 
Jackson, awards committee; Dick 
Candor and Leigh Brown, dinner 
committee; Mat McCann and Bruce Cox, 
tickets; Charlotte Voelker and 
Carlos Vasquez, decorations; Tom 
Murray and Craig Bowen, 
jury committee; Jim Bernardin, 
student awards committee. 


Philadelphia's officers 
Vp Edwin H. White, AD Adantic 
Refining, secretary Nathan Berman, 
Berman-Steinhardt Studios; president 
Joseph Gering, Gering Studios; 
treasurer Carl Eichman, AD GOA. 
Executive board members are 
Warren Blair, ex-officio; Barney Line and 
Robert Bach, each | year terms; 
Ray Ballinger and Nelson Steinhardt, 
each 2 year terms. 
Dinner meeting dates for the season 
are: Fridays, Sept. 8, Oct. 13, Nov. 19, 


Dec. 8, Jan. 12, Feb. 9, 
March 9, April 13, May 11. 


San Francisco judges 
Salt Lake City show 
Jury from the SF club viewing 
Salt Lake City entries: top row, 
freelance designer Hisashi Tani, 
Gene K. Walker AE/AD Bill 
McDonough, freelance photographer 
Charles Weckler; bottom, EWRR A ) 
Bill Cheney, Shawl, Nyeland & Seavey 
illustrator Paul Nyeland. Cheney 
reported the judging was conducted 
2 sections. At first each juror 
individually voted for his selections. 
Each piece with at least 3 votes 
was separated for further evaluation 
These were judged silently to 
discourage jurors’ influencing each 
other—each judge held up a yes 
or no card when the piece was shown. 
Club added new members Susan 
Foster, freelance artist; photographic 
illustrator Thomas Emberley, Moulin 
Studio; AD Marlene Steen, 
Gerth, Brown, Clark & Elkus. 
Recent programs included an evening 
with Robert Anshen, partner in 
Anshen & Allen, architects, and the 
portfolio show hung for a week. 
Latter included unpublished works 
by artist members and was viewed 
by ADs and buyers of the Bay Area. 


Art Direction programs 

available to clubs 

Two packaged programs are offered 
to NSAD ciubs by Art Direction 
Magazine. These are: 1) typographi 
trends; and 2) Creativity on Paper. 
The first is now circulating. The second 
is to be made available before the 
end of the year and is based on the 
Creativity on Paper awards 
exhibition sponsored by Art Directio 
Magazine. To book these shows, 
contact editor Edward Gottschall, 
Art Direction Magazine, 

19 W. 44 St., New York 36. 
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HOW TO MAKE 
BETTER LAYOUTS 
WITH STARCH REPORTS 


The Research Committee of the Art 
Directors Club of New York discovered 
hat writers know liquor brands better 
han art directors—a disturbing revela- 
ion. But illustrations deliver the audi- 
nee to the copywriters’ words. This 
tudy, of all the liquor ads in Time Maga- 
ine during 1960, will show you how to 
elp these bar-conscious grammarians. 


}y Hoyt Howard 


f you are selling liquor to the Time 
audience, our survey shows that the 
econd and third covers raise the readers- 
per-$ like crazy. They are in great de- 
mand, and you may have to wait many 
months, but if your media man is earning 
his salary he will “get 'em.” 

For instance, these three 

hown) based on cost-ratios:* 

A 2nd cover Old Fitzgerald ad got a 
143 cost-ratio; the same ad inside got 
only 67. 

A 3rd cover Old Crow ad got 168; in- 
side, the same ad got 59. 

A 2nd cover Old Taylor ad got 153; the 
same ad inside got 89. 

There were exceptions: 

\ dull Old Grand-Dad ad was mediocre 
on the 3rd cover and inside. An interest- 
ing Canadian Club ad was high on the 
3rd cover and inside. 

Conclusions: 

(1) Old Grand-Dad ad would be a 
stinker anywhere, and the Canadian Club 
ad a winner no matter what. 

(2) Successful 2nd and 3rd cover lay- 
outs seem to demand a poster treatment 
(\ery few words), but make sure it’s a 
good “poster.” An I. W. Harper cover 
used a poster technique, but because it 
a ked visual magnetism and interest, it 

s mediocre every time it ran. ; 

3) Time's men readers are not inter- 

-d in bottles, labels and package de- 

is. They are interested in brands, 

erwise a whiskey like Vat 69 would 


ads (not 
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rate quite high. (It doesn’t) . Look at the 
average ad: Men readers didn’t respond 
noticeably to Haig & Haig’s famous pinch 
bottle. 

Now look at these typical examples and 
take our advice. If you disagree, don’t 
write us. Write to Ed Cerullo, Chairman, 
Research Committee, Art Directors Club 
of New York, 115 East 40th St., New 
York 16. (Remember these Starch scores 
cover men readers only.) 

A. Seagram's VO. This is a great photo- 
graph. It looks like the people are having 
a good time. It also has that added quality 
that Mark Wiseman describes as “making 
the reader do something” — some figur- 
ing, in other words: “Just where the hell 
was the photographer when he took this 
picture?” 

(A Kentucky Tavern ad showed the 
same scene, but only got a 66 cost-ratio 
because it was a dull photo.) 

B. Seagram’s Gin. Dr. Howard Hadley 
says: “When you can make the liquor 
look classy, you will increase the noting; 
if the people look classy the noting de- 
creases.” This is an excellent example of 
this. And it has a high visual magnetism 
because of the center of interest on that 
ice cube. “I hope he’s mixing that for 
me.” 

C. Smirnoff Vodka. This is the way to 
do it: Bert Lahr using the product, plus 
added interest, plus high visual magnet- 
ism, plus good photography, plus obvious 
humor. 

D. Puerto Rico Rum. This is a good, 
believable illustration with high visual 
magnetism and fun. Everything is di- 
rected to those drinks. Notice there’s no 
bottle, no logo. A great job. (“Must try a 
rumgimlet by our pool next plunge.”’) 

E. Dewar’s Scotch. Some folks have said 
that we advocate only large square 
photos. Here is silhouette artwork. But 
look at that third dimension and the 
bleed-page effect. What a wallop! Visual 
magnetism and interest are the thing, not 
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art vs. photography nor square pix vs. 
silhouette. 

F. Canadian Club. Speaking of inter- 
est, Canadian Club ads have had it for 
years. This was the best read ad in this 
issue. (Read-most cost-ratio 320!) But 
they have earned it over the years. Good 
stories told so well that you expect to be 
rewarded when you see one of this series. 
The visual magnetism isn’t worth the 136 
noting cost-ratio. This is a case where 
copy raised the noting a little. 

U. Seagram’s VO. This is the same 
product and format as Ad A. There’s no 
visual magnetism or focal point, a fault 
with technique-minded illustrators. It 
also proves the lesson in Ad B: The peo- 
ple are classy and not the product. Looks 
like a dull party. 

V. Chivas Regal Scotch. A bad piece of 
art, even if a “foremost exponent of this 
ancient art form” did it. Very few wood- 
cuts have visual magnetism. Readers 
didn’t bother to figure it out. They're 
lazy, you know. 

W. Old Fitzgerald Bourbon. For years 
Gallup-Robinson have been warning us 
against the “bottle and glass” school. 
Many people are still doing it. This is a 
phony still life and Time readers can 
spot it at 20 paces. Look at Ad A for an 
inspired way to do even this situation. 

X. Canadian Club. Why Canadian Club 
gave up a good campaign at Christmas- 
tide to do this is 2 mystery. As a rule, 
pictures attract more attention than 
words unless the words have great news 
value. These words are not news and 


*Cost-ratio takes into consideration the 
$19,840 cost- of the page in Time and 
the percentage of readers interviewed by 
Starch who remembered seeing the ad. 
A cost-ratio of 100 is average. Ad A has a 
cost-ratio of 173 (73% above average). 
Ad Z has a cost-ratio of 56 (44% below 
average). 
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“TAVERN’ TIME.. 


bragging in letters this large isn’t even 
good manners. 

Y. Kentucky Tavern Bourbon. Another 
phony situation. And readers knew it. At 
best, it’s a common bar scene with little 
interest. By the way, where is the reader 
supposed to be, behind the bar? 

Z. Old Forester Bourbon. This ad 
breaks almost every rule for high noting. 
Pure “bottle-and-glass.”” Confused layout 
with “addy” tricks. Copy has no news 
value and interest. And believe it or not, 
it ran 7 times during the year (low rating 
each time). This 56 cost-ratio, however, 
(in October) was the lowest of any liquor 
ad for an entire year. 

M. Haig & Haig Scotch. This is what 
the average liquor ad looks like. We know 
it was average because it was inserted 13 
times during the year. Each time it got 
an average cost-ratio. Four times it got an 
even 100. This should prove the accuracy 
of the Starch methods. 

In defense of the average ad, it works 
too. For example, this average ad got 
about 33-readers-per-$ (noting). Cheaper 
than a postcard, and still a bargain. 

A top ad, however, gets twice as many. 
It’s worth trying for. Like getting a 2-page 
spread for the price of a page. 


Starch Scorecard 


% of readers who have Cost Ratios 


Read 
Noted most 
173 


700 


Noted most 
Seagram’s VO 38 30 
9/26/60 
Seagram’s Gin 35 
11/14/60 
Smirnoff Vodka 114 
3/21/60 
Puerto Rico Rum 
11/17/60 
Dewar’s Scotch 
6/27/60 
Canadian Club 
9/19/60 
. Seagram’s VO 
1/25/60 
Chivas Regal 
3/7/60 
. Old Fitzgerald 
7/11/60 
Canadian Club 
12/19/60 
Old Kentucky Tavern 
5/16/60 
Old Forester 
10/24/60 
. Haig & Haig 
10/31/60 
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new 
magazines 


entertainment field has new entries 
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Suow, Suow Business ILLUstRATED and 
Bravo all premiered as the Fall theater 





season was taking over from the summer 
tent and barn circuit 

\long with the redesigned SATURDAY 
EVENING Post (which bows Septembe 
loth and which will be reviewed in Octo 
ber’s Arr Direcrion), the changes in Lirt 
and the typographic redesign of Business 
Week described in recent issues of AR1 
DirkecTION, the new magazines focus at 
tention on magazine design 

The new SEP, still under wraps has 
already influenced advertisers who have 
seen previews. Some have called in the 
magazine's new design crew to stvle their 


ads. Thus the imfluence of recent maga 


zine redesign programs, starting with a 
de 
MeCatw’s, is now being further extended * 
\dvertisers have watched the public ac 
Ey 


cept the new designs and, after holding 


bandwagon 


back, are now getting on th 
In the next few pages are reviews of thre 


hew chntertammment Magazines 
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BRAVO — MAGAZINE OF THE LIVELY ARTS 
is about music—‘‘those who make it, those 
for whom it’s made,” according to Edi- 
tor Eugene Cook, who is art directing the 
early issues. 

Published by Bravo Publishing Co., 
Arthur A. Whittemore, president, it also 
covers the stage, recordings, TV, the 
dance .. . “individuals and events. . . in 
words and picture, cartoon and paint- 
ing.” 

Its gimmick is to be the medium for 
concert-hall programs. Printed letterpress 
on special color stock for permanence 
and contrast, program pages are inserted 
in the book’s center. Publication— in Sep- 
tember, October, January and February— 
allows for sufficient distribution time and 
to hit the peak concert months—October, 
November, February and March. 

Size is 814” x 1114”. Paper stock is 50- 
and 70-lb. basis machine coated. There 
are three 10” x 214” columns on a page 
(143 lines 1314 pices wide) . Typography 
is mostly Bodoni, with some hand letter- 
ing. 

“We're producing a clean, tasteful- 
looking book,” says Mr. Cook. “Our audi- 
ence is special. They want to read, so we 
are making it readable, without tricks or 
gimmicks.” 

Martha Holmes and Jacques Lowe are 
among the photographer contributors. 
Cartoonists include Ed Fisher, Lou 
Myers, Schattell, Naujoks and Olga 
Koussevitzky, widow of the symphony 
conductor. 

“We'll be reaching for new talent,” 
Mr. Cook stated. “Not many photogra- 
phers have a feeling for music (and the 
dance). Some do incredibly poor jobs 
with singers, for example. Up to now, 
there’s never been a ‘lively arts’ magazine 
solely for music lovers.” 

During years of concertizing, Mr. 
Whittemore has seen room for improve- 
ment in programs. Most are produced 
cheaply; yet they are treasured, auto- 
graphed and kept in memory books. One 
thought led to another. Why not a maga- 
zire for music patrons which would also 
be the medium for programs’ distribu- 
tion? 
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A One-Man 
Oper Pithed 


Eugene Cook, Bravo editor 
and acting AD, and Arthur A. 
Whittemore, of the Whitte- 
more-Lowe duo-piano team, 
Bravo publisher. Mr. Whitte- 
more recognized need for 
programs’ visual improve- 
ment, developed idea of 
program-included music 
magazine. Mr. Cook, was 
former CxHicaco Sun picture 
editor, Lire entertainment 
features editor, photogra- 
pher, and collaborated with 
Len Jossel in revamping 
CoLtier’s. 

Photo: Phyllis Curtin. 














2 Show 


Design aim of Publisher Huntington 
Hartford, Editor Robert M. Wool and 
AD Henry Wolf is to make SHow—THE 
MAGAZINE OF THE PERFORMING ARTS 
“beautiful, simple and direct, with graph- 
ics following function and coming out 
of content rather than doing something 
for visual shock value alone.” 

“This doesn’t mean that SHow won't 
have visual surprises,” Mr. Wolf explains. 
“Our first issue, though good, is still a 
tryout. Format is not frozen. We'll ex- 
periment graphically and continuously, 
and hope the magazine lives up to its 
name—a sHOW with a message, a begin- 
ning, an end.” 

The new monthly, 1014” x 13”, $1 an 
issue, is printed gravure, letterpress and 
offset on fine quality paper with full 
color throughout. First issue has well over 
100 pages. 

Photography and _ illustrations vary. 
Every issue features a color photo essay 
(Saul Leiter has one on Hollywood in 
the first one) and plenty of candids. 

SHow is using Leiter, Gordon Parks, 
Bruce Davidson, Hiro, John Ross, Tomi 
Ungerer, Robert Blechman, Milton Gla- 
zer, Gjon Mili, Harvey Schmidt and Al. 
Capp. Art and photo assignments have 
been made in five European countries 
and the Far East. 

Body face is 9/12 Ideal News. Display 
faces run the gamut. The first issue has 
French Didot, Lightling Gothic and 
ornamental faces from the Morgan Press 
collection. 

“We're working on the typographic 
format, which will be subject to varia- 
tions on the basic theme of making the 
magazine completely fresh, exciting and 
impressively visual,” says Mr. Wolf. | 

“SHow is the third magazine I've 
worked for; I redesigned Esquire and 
worked on Harper’s Bazaar format. It’s 
not easy to do a third magazine without 
carrying over concepts from the past. It’s 
really establishing an identity for some- 
thing brand new, with the AD in the 
mid-wife role. It will take time. It took 
a year each at Esquire and Bazaar to 
establish their visual personalities.” 
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3 Show 
Business 
tllustrated 


SHow Business ILLUsTRATED will report 
“the entertainment arts, be interesting 
to read and pleasing to the eye.” 

Publisher Hugh M. Hefner, Asst. Pub- 
lisher & Editorial Director Frank Gibney 
and AD Leonard Jossel made these five 
decisions: 

m Unshackle the art department. 

@ Use established and new magazine 
artists. 

m@ Offer a color showcase to outstand- 
ing photographers. 

@ Combine inventiveness in photog- 
raphy and art. 

m Develop new make-up techniques 
and fresh approaches. 

“For many years, the word ILLUSTRATED 
has been associated with slick commercial 
art,” Mr. Jossel observes. ‘““Today a few 
publishers have ‘unshackled’ their ADs 
with refreshing results. All of us are 
aware of our responsibilities in visual 
communications. We hope our art treat- 
Henry Wolf, SHow AD, for- ments will have a truly lasting quality. 
pA ny on = “There's much creativity among estab- 
(3 years). lished illustrators with new, advanced 
Tt de Bese vinuats concepts as well as many new faces at- 
were taken off Mr. Wolf's tempting to communicate. SBI definitely 


iiliars grecte were x is a vehicle for fresh talent.” 
yet available. Contributing photographers include 


a =e Richard Avedon (also named contribut- 
: _” incl ing editor) , Henri Cartier-Bresson, Bert 
Stern, Ernst Haas, Philippe Halsman and 
Dennis Stock. Staff photographers in- 
clude Mario Casilli (West Coast) and 
Jerry Yulsman (East Coast) . 

Contributing artists are James Flora, 
Robert Shore, James Hill, Louis Glanz- 
man, Pucci, Tom Bevan and Antony 
Saris. 

Cover design is quite radical, in Mr. 
Jossel’s opinion. A table of contents (to 
vary from many pictures to two or one 
outstanding pix) is framed in white with 
the logo at the top and blurbs at the 
bottom. “This format affords control and 
flexibility,” he adds. “It also creates a 
completely new newsstand image. As we 
seek the ultimate, issue after issue, our 
visual image will change and improve.” 

Like PLaysoy, sister publication, SBI’s 
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format is luxurious, with full-color 
spreads and 48 pages of 4-color gravure 
bound into the center. A Barnum type 
face in the logo and contemporatory 
photos “will bridge the time span in the 
world of entertainment.” 

“Our field is vast; opportunities for 
visual change of pace, color and excite- 
ment many. The gravure section is a 
challenge to produce new, exciting maga- 
zine journalism concepts.” 

SBI is published every other week (25 
issues yearly), 50¢ a copy. Planned for 
Nov. 29th debut is a holiday Review- 
Preview issue, special gift-boxed, $1 a 

* 


copy. 


Pitty Conte 


SHOW BUSINESS 
— ~ LLUSTRATED 

















Leonard Jossel, SB! AD, 
formerly with Loox, 
Couwer’s and Time Inc’s 
Book Division. 





new look in how-to magazines 


The big, colorful look isn’t confined to 
magazines running scared or to new 
books. McCall’s has made many other 
publishers graphics conscious. The trend 
is running full circle what with a bolder 
approach at Redbook (published by 
McCall’s) and now with McCall’s Needle- 
work using visual themes for spreads, one 
integrated bleed picture for the spread 
(thanks to McCall’s big presses), step- 
ping up its four-color pages. 

Art Consultant Alex D. Sniffen has 
steered the changes. Typographically, 
he’s dropped the Caslon heads and Bo- 
doni captions, is using News Gothic for 
the captions and hand-lettered heads. 
Bodoni continues as the text face. A 
before-and-after cover and pair of typical 
spreads show the new feel. 


Needlework 
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old and new covers 
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A Starch Reader Impression Study 





The Problem of Mistaken Identity 


One of the most important working prin- 
ciples in advertising today is the concept 
of identification, the ability to put one- 
self in the place of another, vicariously 
experiencing his emotions and seeing 
through his eyes. Almost any illustration 
which includes one or more human sub- 
jects is likely to trigger some degree of 
identification in anyone who sees the 
illustration. For this reason, it is vital that 
every conscientious modern advertiser 
realize that the tendency of readers to see 
themselves in the place of the models in 
illustrations can work either for him or 
against him. The heavy emphasis which 
today’s advertising puts on large illus- 
trations, “typical” models and lifelike 
situations makes a working knowledge of 
the principles of identification especially 
important. 

On the positive side, an illustration 
which generates a strong feeling of iden- 
tification can heighten the reader’s in- 
volvement with the advertisement as a 
whole; in fact, advertisers who fail to use 
illustrations of this type may have diffi- 
culty attracting readers. On the negative 
side, readers who identify with the wrong 
model in the illustration and readers who 
ee themselves in the illustration when 
they are not supposed to, can miss the 
whole point of an advertisement and de- 


A Direction 


velop an active dislike for its message. 

In most cases, identification by readers 
works to the advertiser’s advantage, but 
this process can backfire and actually de- 
feat the advertiser’s purpose. This is par- 
ticularly true when the phenomenon 
which might be called “negative” identi- 
fication, or the refusal to admit that iden- 
tification has occurred, comes into play. 
Readers may see something of themselves 
in models who look pompous, incompe- 
tent, ludicrous, etc., but they will gen- 
erally deny this type of identification 
because it is unpleasant and even threat- 
ening. 

The illustration on the left is one ex- 
ample of identification which backfired. 
The reader response to this illustration 
points up the important observation that 
identification is an emotional rather than 
a logical process. When an illustration 
gives the reader the alternative of iden- 
tifying with one of several models, the 
reader’s choice will depend upon his own 
needs, .defenses and _ insecurities—not 
upon the advertiser’s intentions. 

Realistically, most of the general busi- 
ness executives who were exposed to this 
illustration were probably most similar 
to the model in the jacket and tie, at least 
in terms of dress. Nevertheless, the level 
of resistance which the illustration pro- 
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duced and the underlying pattern of 
reader responses indicated that readers 
tended to identify with the tiny workman 
in the hand of the model on the left. This 
illogical but psychologically understand- 
able response reinforced any feelings of 
insecurity which readers might have and 
caused them to avoid the copy message. 
Even when readers superficially identified 
with one of the three giants in the illus- 
tration, they deplored the suggestion 
that businessmen could be manipula- 
tive enough to handle people like chess 
pawns. 

In the illustration on the right, it was 
the word “STATUS” blazoned across the 
illustration, rather than the illustration 
itself, which caused readers to fight their 
almost automatic identification with the 
model. In this example, the advertiser did 
not intend that the reader should see him- 
self in the illustration; the copy message 
made it clear that the advertiser was 
simply pointing out to top executives the 
wisdom of catering to the status needs of 
subordinate executives. Nevertheless, 
many readers never absorbed this copy 
message because they saw in the illustra- 
tion and the headline the insulting impli- 
cation that the reader himself was more 
concerned with his status than with his 
responsibilities. + 
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mage of Pereoneismed Checks Your name and atkirras imprmted in 
dignified, eosy to-read type. Availabls in five conipecgacivont 





The first AD show ever staged in Arizona was sponsored by the Phoenix ADC this year and displayed at the Phoenix Art Museum. 
Entries were chosen from work created and executed in Arizona, were displayed over the summer. The ADC of Denver judged 
the show, looked for overall creativeness, design of complete unit with awareness of function, and value of contribution toward 
the advancement of advertising art in Arizona. 

Exhibition chairman was Lou Doerzbacher. President of the two-year-old club is Jim Sutton. 

1 Best-of-show and winner of Valley National Bank Award. Photographer: Herb McLaughlin, Arizona Photographic Associates. 
2 1st award, poster design. Entrant: John Fondeisi, The Curran Morton Co., Advertiser: The Arizona Bank. 3 2nd award, editorial 
illustration. Entrant: Duame Bryers, Mellonics AV, Tucson. 4 lst award, newspaper advertising. Design: Cabat-Gill, Tucson, 
Advertiser: United Fund. 5 1st award, letterheads and trademarks. AD: Elmoa Sears, Client: Graphic Group Inc. 6 1st award, 
cartoon illustration. AD: Jim Sutton, General Electric. 7 lst award, development of corporate image. AD, art: E. Willis Jones, 
Client: Arizona Brewing Co. 8 Background panel. 9 Top award winner Herb McLaughlin shows his plaque to show chairman 


Lou Doerzbacher and Jim Sutton. 
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MONTREAL TENTH 


new talent and new special awards mark the '61 show 
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Six Adams were awarded to outstanding entries in Montreal's 10th ADC exhibition. The Adam is a new award for a select few 
of the merit award winners. Winners were Otto Van Eersel, Eugenie Groh, Ernst Roch, Jack Parker, Peter Croydon, and Alan 
Ackman. Five Adam winners and several other top pieces are shown here. A gold-plated Adam was presented to the Right Honorable 
Vincent Massey, Canada’s first Canadian-born Governor General and the man credited more than any other with the awakening 
of the whole field of the arts in Canada. 

Some vital statistics: 320 showpieces were chosen from 1300 entries. Club president is Reginald Murdock; exhibition chairman 
was Frank Lipari. The Max Sauer award for the greatest contemporary contribution to Canadian photography went to Bazil Zavor. 
Judges were Paul Arthur, editor of Canadian Artist; Ted Bethune, AD at Cockfield Brown in Vancouver; Howard Porter Whims, 
Detroit illustrator. Adam winners are asterisked. 

1 AD: H. Mitchell, Design, art: Theo. Dimson, Advertiser: The E. B. Eddy Co., Agency: McKim Advertising Ltd. 2 AD: Francine 
Poirier, Design, art: Gilles Morin, Publication: La Revue Populaire. 3 AD: R. W. Murdock, Photo: Sol Litman (A.P.1. Studios), Adver- 
tiser: The House of Seagram, Agency: Vickers & Benson Ltd. 4 AD: Ron Butler, Design, art: Peter Croydon*, Publication: Star 
Weekly, Publisher: Toronto Star Publishing Co. 5 AD: Gerald Caron, Design: Otto Van Eersel*, Art: Y&M Studios, Advertiser: 
Hoechst Pharmaceutical. 6 AD, design: Ernst Roch*, Publication: Alcan News, Publisher: Aluminum Company of Canada Ltd. 
7 AD, design: J. A. Parker, Art: Eugenie Groh*, Advertiser: T. Eaton Co. Ltd. 8 AD, design: J. A. Parker*, Art: Eugenie Groh, 
Advertiser: T. Eaton Co. Ltd. 9 The Adam, or ADM Award. 
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NASHVILLE FIFTH 


simplicity and conservatism 
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At the 1961 show, held in conjunction with the Nashville Arts Festival, 39 Awards of Merit were presented by Clint Carter, of 


Cox-Kjeldsen Associates in Atlanta, the judge. 
As in previous years, the majority of the awards went to two big religious publishing houses, with their art directors taking free-lance 


awards as well. 
The show leaned strongly toward simplicity of design and conservatism in typography, with nearly all of the awards being taken 


by black and white work. 

Nine of the pieces which won the Best in Category and First Awards are shown. 

1 Best in Show, Best in Category—Editorial Design. Art Director: Herman Burns, Artist: John Oldham, Photo: Luoma Photos, 
Client: “‘Church Administration”, Firm: Baptist Sunday School Board. 2 First Award—Editorial Complete Unit. Art Director: 
John L. Sellers, Client: Tennessee Fine Arts Center. 3 First Award—Editorial Single Page. Art Director: Herman Burns, Artist: 
John Oldham, Photographer: Rob Jackson, Client: “Church Administration”, Firm: Baptist Sunday School Board. 4 Best in 
Editorial Art Category. Art Director: Herman Burns, Artist: Jean Stack, Client: “The Sentinel’’, Firm: Baptist Sunday School Board. 
5 First Award—Editorial Art. Art Director: Herman Burns, Artist: Don Meeks, Client Home Life Magazine, Firm: Baptist Sunday 
School Board. 6 First Award—Experimental Art. Art Director: Bill Stricklin, Artist: Bob Welch, Client: State Stove Co., Firm: 
Andrews, Dillen, Walker, Inc. 7 First Award—Book Jackets. Art Director: Hermann Zimmermann, Artist: Bob Nance, Client: Abingdon 
Press, Firm: The Methodist Publishing House. 8 Best in Advertising Design Category. Art Director: John L. Sellers, Artist: Bill 
Green, Client: ‘‘Together”’, Firm: The Methodist Publishing House. 9 First Award—Magazine Advertising. Art Director: John L. 
Sellers, Artist: Bill Green, Client: ‘Together’, Firm: The Methodist Publishing House. 
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FILM ART: THE MOVING STILL 


BY RALPH PORTER 













When television film accepted the photographic still as a new approach 
to movement and to commercial messages, most film producers went 
hog wild with the camera. There were zooms, pans, dollies, dutch 
angles, quick cuts from extreme close ups to long shots; a confusion Agency: Needhem 6 Grehaill 
of motion for motion’s sake. Most of these movements were strained Agency: Supervisor: Jack 
copies of earlier art films such as “Thé Titan’’, ‘‘Daumier’’ and Producer: Gerald Producti 
“Leonardo”. It soon became evident that what worked for a feature Pe Ne Pe eae 
length film was too labored for a commercial. Out of the never ending 
search for new forms to sell merchandise came the ‘‘squeeze’’ tech- 
nique which chopped natural movement down to several salient ges- 
tures; literally squeezing together movement. Of these attempts some 
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were effective in an erratic sort of way; others were jerky and obvious 
money-savers. 

Recently, Gerald Productions synthesized the earlier approaches 
with the squeeze, and created new effective concept of making a still 
photo alive with movement. 

Assigned to redo a pedestrian commercial for Rockefeller Center, 
GP produced an attention-getting rhythmical spot using unspectacular 
stills. The refreshing quality grew out of a blend of music, voice, optical 
effects and keen placement of photos within the frame. e 
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AIMED DESIGN 


The many perception 


roles of a package 


Dr. Irving A. Taylor 
Nowland and Company 


The designer’s eye may dwell on every 
detail of a package design on the drafting 
board or in its prototypic state, but the 
consumer’s eye, in the hustle of the mar- 
ket, envelopes a package at mach two 
tachistoscopic speed and, during this 
moment, accepts, rejects — or worse — is 
indifferent to the package and its design. 
The quick encounter between eye and 
package are influenced decisively by a few 
biological mechanisms built into the 
dynamics of vision. These essential dy- 
namics are embodied in a few simple 
principles of perception. Working with- 
out them is like fixing a car without 
understanding mechanics. 

Relating. Some of the elements of a 
package are grouped together to form 
either a weak or strong Gestalt. The for- 
mer means that even though the elements 
form one pattern, each element is inde- 
pendent—as when a cascade of crackers is 
shown in loose array. Strong grouping 
involves relating the elements together so 
tightly that each is meaningless or not 
identifiable without the other elements. 

One application of this is when 
the package elements — either weakly or 
strongly bonded —are purposely designed 
with important features omitted, the 
principle of incomplete design. It is 
known through research that incomplete 
designing produces tensions in the viewer 
to complete the configuration and, as a 
consequence, the package receives more 
attention, acceptance, and is remembered 
longer. 

However the effectiveness of incom- 
plete designing may be short-lived for the 
mass of consumers. The positive interac- 
tion it produces initially between eye 
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and package may diminish since after a 
few “perceptual completions” the design 
problem is solved, or may even become 
visually irritating for some sober minded 
consumers who like their designs stable, 
secure, and complete. It may work well 
with a new package design competing 
against established ones, if the incom- 
pleteness is properly researched and 
planned. 

Separating. Some of the elements in a 
package design should be segregated. 
This is usually done by contrast, figure- 
ground and various perspective tech- 
niques. 

The dispenser or closure, for example, 
should be distinct from the rest of the 
package design. This can be illustrated 
in cigarette packaging, for example, as in 
the Newport ad which involves a tear-off 
tape for opening the pack. Our research 
has shown that the more perceptual dis- 
tinctness given to the separator, the 
quicker the viewer opens the pack, a tend- 
ency embodied in the principle of rejec- 
tion of foreign design elements. The 
mechanism here is based on the biological 
tendency to reject foreign bodies from 
our own bodies. 

‘In packaging involving closures or dis- 
pensers, these should be colored, textured 
or in some important way made different 
from the rest of the container so that with 
a minimum of verbal instructions the 
mechanism of the dispenser or separator 
is understood. The Chock Full O’ Nuts 
Coffee container is a good example of a 
bad opener. 

Synthesizing. A package is a three- 
dimensional object that in many ways 
can be likened to architecture. Packages 
are best designed in three-dimensional 
form, and the package that can radiate 
constancy in meaning, retain its image 
uniqueness from all angles, and flow into 
good figure, or design integration and 
coherency, is the most successful from 
an esthetic point of view—a view unfor- 
tunately, that may not be sufficiently de- 
veloped yet in the consumer. Too many 
packages are flatly conceived and de- 
signed, without considering three-dimen- 
sional viewing. 

Packages may also have windows so that 
something of the inside is seen outside. 
Cellophane openings, partially exposing 
the contents, relate the product more 
intimately with the viewer, while the com- 
pletely closed, or windowiess packages 
provide more formal impressions. 

The principle involved in integrating 
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the package design with its contents is 
somewhat like the Moebius strip, a topo- 
logical illustration of a sheet of paper 
with a continuous or a single plane. In 
terms of packaging, the visual dynamics 
are embodied in the principle of con- 
tinuity between package and product. If 
successful, the outer package design be- 
comes integral with the contents, produc- 
ing ease in visual access to the inside. This 
is the familiar architectural technique of 


bringing something of the inside of a 
house to the outside, and something of 
the outside to the inside in a continuous 
plane. The trick here is turning a three- 
dimensional object into a one-dimen- 
sional plane. 

Good package designs may never be 
displayed in art galleries, as one prac- 
tical-minded, earth-bound observer once 
noted, but a package is not just a box. @ 





COLAS DIVERSIFY 


COCA AND PEPSI MARKET WHOLE RANGE OF FLAVORS 
AS THEY AIM AT BROADER MARKETS AND EACH OTHER 


For the past two years Coca Cola Co. and 
Pepsi-Cola Co. have been moving in on the 
flavored drinks field and such companies 
as Seven Up, Canada Dry, White Rock, 
etc. Both are now well on their way to na- 
tional distribution of their new lines. Coca 
Cola’s Fanta Division and Pepsi's Patio 
lines handle fruit flavors, root beers, etc. 
Their lemon-lime drinks, Sprite and Teem, 
illustrate how they are designing their 
bottles, cans, carry-packs and ads. 

TEEM 

Designed to be a member of Pepsi-Cola’s 
family, the Teem bottle has 16 graceful 
surrounding swirls (a long time feature of 
the Pepsi bottle), only the swirls go in 
both directions, giving a diamond effect. 

The white ACL (applied color) label 
is lower down on the bottle for a bigger, 
more distinctive size. The trademark star 
visualizes the “ping” sound in Teem’s TV 
advertising connoting carbonation and 
life. Bottle and package designs declare 
Teem to be a Pepsi product. 

Tested anonymously for two years in 
various markets, then in St. Joseph, Mo., 
early in 59, Teem is now handled in 6 
different sizes (7 to 28 ozs.), and in cans 
and throw-away bottles, by 234 bottlers 
covering 54.4% of U. S. population. Im- 
portant designwise: all of the bottlers’ 
machinery handles both Pepsi and Teem 
bottles. Cap design shows the Teem name 
in green against yellow background. 





SPRITE 


Design aim behind Sprite’s bottle was for 
“something distinctive, reflecting both 
Coca Cola’s prestige and familiar bottle.” 

Reflecting the popular lemon-lime image, 
the bottle is advertised as “the bright green 
bottle with the bubbles” (inset pattern) . 

ACL white trademark design includes 
a star “burst” tying in with product name, 
and (also on cans and cartons) the line, 
FROM THE SAME COMPANY THAT BOTTLES 
coca COLA. Cap is light gray and silver with 
product name in white. P-o-s material, 
cartons and cans feature the slogan ““Taste 
Its Tingling Tartness.” 

Fanta Beverage Co., a Coca Cola Co. 
division, first test marketed Sprite in the 
Mid-West in 1960. Introduced in 27 states, 
full national distribution will come later. 

Sprite advertising has won honors—2nd 
Award, Chicago ADC’s 29th Annual Ex- 
hibition of Outdoor Advertising; Honor- 
able Mention, American Film Festival 
TV Commercials—and also exhibited in 
ADCNY’s 40th annual exhibition. 
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Sprite 


new soft drink with 
tingling tartness! 


TEEM 

Pepsi-Cola Co.—Robert M. Wor- 
den, Mgr., New Products Dept., 
Marketing Division, & Lon Eng- 
land, Director of Packaging, car- 
ton designer. BBDO, agency — 
Randall, AE; Bob Olsen, A.D. 
William Joachim, bottle designer. 


SPRITE 

Fanta Beverage Co. — Marshall 
Lane, Coca Cola Adv. Dept. AD, 
Visual Design Supervisor. 
Lippincott & Margulies, Inc.—Ini- 
tial bottle and logotype design, 
later refined by Mr. Lane and 
Coca Cola’s Engineering Dept. 
McCann-Marschalk Co., Inc., 
agency—Wayne Jervis, AE; Bill 
Free, AD. * 
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art & design 


photography is crowding illustration out of the budget, 


yet some illustrations outpull photography 


in the market place 


When a couple of hundred people settled 
into their chairs at the start of the Soci- 
ety of Illustrators all-day seminar they 
did not know what to expect. This was 
the .first conference. George Samerjan 
was its chairman and moderator. Was it 
going to be a ho-hum affair or electrify- 
ing? Practical? 

By 4:30, after 71% hours of listening, 
and looking at slides, it was agreed “The 
Illustrator Today” had been a far from 
ho-hum mixture of the practical and in- 
Spiring. 

The six-part program featured Bob 
Pliskin’s hard-headed advice to illustra- 
tor s trying to prosper in a photo-minded 
market, Austin Brigg’s viewpoint on com- 
municating with illustration, Oleg Cas- 
sini’s laugh-packed and shrewd comments 
on elegance and style, Ed Zern’s remind- 
ers of the importance of the written word, 
Philippe Halsman’s visual presentation 
on communicating with the camera, and 
a panel on “Taste—a definition” featur- 
ing Vogue Art Editor Priscilla Peck, Roy 
Tillotson, Tran Mawicke, Jack Potter. 

Following are large excerpts from Bob 
Pliskin’s presentation. Remarks of Austin 
Briggs’ appear elsewhere in this issue of 
ART DIRECTION. Mr. Pliskin is Vice 
President in Charge of Art at Benton & 
Bowles. In addition to his ADC medals, 
his off-hours photography has been 
shown at New York’s Museum of Modern 
Art. Bob is a soft speaker whose big 
stick is clear thinking. In no uncertain 
terms he advised illustrators what they 
could and should do in a photo-heavy 
world. The greater part of his advice 
follows. 


Consider something we all love—money 
—and here’s a nice fat figure, $8,964,300,- 
000. In 1960 print advertisers in the 
U.S.A. spent almost 9 billion dollars. 

In 1969 advertisers will spend 13 bil- 
lion for print advertising alone. Sums 
like this bewilder me until I think green! 
Then they get clearer. How much of the 
green do we (artists, illustrators, pho- 














tographers) get? When we budget adver- 
tising, 5% of the gross figure will cover 
art and preparation. So, $650,000,000 of 
that 13 billion will be earmarked for 
artists like you. 

How much will go into your pocket? 
That depends to a great extent on your 
marketing ability. What is marketing? 
It is the art of moving your product to the 
consumer, instead of some one else’s 
product. 


that slipping share-of-market . . . 


Your market is the advertising busi- 
ness. Your art constitutes the product. 
The consumer is the advertising agency. 
It boils down to this. How can illustrators 
sell more art work to advertising agen- 
cies. 

To answer this, I’ve done some digging 
—in other words Market Research. 

I prepared a few charts and uncovered 
a few problems. The charts show the 
development of photography vs. illustra- 
tion in the field of advertising. Using the 
Saturday Evening Post (the illustrator’s 
stand-by) as my criteria, I counted adver- 
tising illustrations at five year intervals 
starting twenty years ago—May 23, 1940 
—to date. I divided all illustrations into 
two general categories. Photography and 
art. I defined art or illustration as any 
picture, created with a naked hand, as 
opposed to photography, which every- 


body knows is created with a naked 
model. I counted only full pages or 
larger. 

Then I thought I would find out what 
the taste-makers (the ADC) think of il- 
lustration . . . I went back 20 years at 
5 year intervals and counted ADS from 
the A.D. shows. My criteria was the 
same. Camera vs. hand drawn. 

Now consider what we call “share of 
market.” The market is expanding but 
the illustrator’s share is shrinking. When 
a business loses a share of market in a 
growing economy it is in deep trouble 
because pretty soon it’s going to be out 
of business entirely. Things look very bad 
for illustrators. The camera is simply 
taking over. 

A market is nothing but a group of 
customers or consumers. It is important 
to know how the consumer feels about 
your product. Why should he buy your 
product illustration instead of photog- 
raphy? Your consumer is the agency Art 
Director. He functions as a purchasing 
agent for an advertising agency. 

Strictly speaking, he isn’t really the 
consumer. The agency is, and of course 
they get the money from their client 
(General Foods, Procter & Gamble, 
Philip Morris, etc.). The client puts up 
the money—millions of dollars. What do 
they expect an ad to do for them? Three 
things! 

1. Ads must attract attention. 

2. Ads must deliver a message. 

3. Ads must deliver the right message. 

No ad can succeed if it fails on the 
first count—attracting attention. So, good 
Art Directors bend their brains on this 
notion daily. How can I attract attention? 
How can I get people to look at my ad- 
vertisement, lost in the welter of other 
ads, not to mention editorial? 

According to one estimate, people are 
bombarded by 1,600 advertising messages 
a day—twice the number we were faced 
with only a few years ago! 

In self defense they have learned to 
glance at an ad and appraise it. “Wha' 















































in it for me?”, they think. If they are 
drawn into the selling message, the Art 
Director has done his job. If the reader 
passes it by—money and time down the 
drain. They don’t even care how much 
the Art Work costs. 

Esthetics, beauty and the artistic values 
that intrigue us, contribute little in this 
contest. I doubt that people buy con- 
sumer products because they recognize 
art values in the advertising. 

But fortunately—(at least to date), 
Art Directors using principles of es- 
thetics and art, plus imagination put 
selling components together best. We 
may be replaced by a machine any 
minute now, but there is still a high 


premium on Art Directors skilled in 
vigorous graphic communication. 


measuring ad effectiveness... 


Just to help the Art Director along in 
his struggle, agencies and clients spend 
large chunks of money on research (some 
of that 13 billion that could be ours) to 
find out whether Art Directors are doing 
their job effectively. In other words .. . 
are the ads he turns out registering an 
impression on the housewife in Des 
Moines, Iowa? How do the research 
people get the answer? Their method is 
relatively simple. 

The researcher walks up to a house 
with a magazine—“Life” magazine for 
example—in hand and rings the bell. A 
lady comes to the door. “Madam,” he 
says, “Have you read this magazine?” 
If she says, “yes,” he shows her a card. 
It has the names of all advertisers in the 
issue who bought a full page or more. 
Names like G.E. or Gravy Train or Coco- 
Cola or Chevrolet or Roto-rooter. “Do 
you remember seeing an ad for any of 
these products?” the interviewer asks. 
“Yes,” she says, “I remember seeing an 
ad for Gravy Train.” “Can you describe 
it?” he asks. If she can identify the ad, 
it has scored. 

It’s amazing how much people remem- 
ber about the good ads. 47 women out of 
100 were able to describe one dog food 
ad. It scored well. 

‘Here is an actual statement from the 
research, a housewife in Ohio said: “It 
was two pages, and on one page was a 
pitcher of water pouring into a bowl of 
dog food; and on the other, a dog put his 
face into the bowl and was eating it. The 
ad was colored. It said 6:01 and 6:02, 
and it makes it’s own gravy.” 

And a woman in Austin, Texas: “Oh, 
it had a bowl of goo, and in one picture 
they were pouring water over it, and on 
the other page the dog was eating it. It 
was two pages, and was in color. I re- 
member the brown dog food. According 
to the ad, this is the only dog food that 
looks like and tastes like beef stew. I 
wondered how the people know it tastes 
like beef stew. Did they taste it? I like 
the idea of this product, because I can 
give my dog beef stew. It sounds good.” 
Well, this is all very interesting but what 
has it got to do with you. 


metamorphosis of the AD... 


In the advertising business, creative 
people are obsessed with one idea—How 
can they reach their audience (the mag- 
azine readers) efficiently? This obsession 
has changed the Art Director. 

When illustration was in its hey day 
20 years ago, the Art Director was one 
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kind of personality—but today he is a 
different creature. Twenty years ago, Art 
Directors were measured by their draw- 
ing and rendering ability. Art Directors 
spent the better part of the day in a 
cloud of chalk, spiked with fixative. 

The Art Director of the 40’s was ed- 
ucated as a painter or illustrator, prob- 
ably at the National Academy. He wor- 
shipped the “name” illustrators and 
couldn’t wait to give them assignments. 
As long as he could knock out a slick 
rough to a copywriter’s specifications; he 
lived ;. good life without too many prob- 
lems. His layouts were exact and specific. 

When he commissioned an illustrator, 
he offered him full price and expected to 
get back a reasonable facsimile of his 
sketch. Advertising layout tended to be 
artistic rather than functional. The ads 
didn’t give you much information and 
they were decorated and contrived. The 
ad business has become more competi- 
tive since then and advertising has taken 
on more importance. In some product 
fields, advertising makes the difference 
between the life or death of a product. 

Instead of relying on personal judg- 
ment . . . clients hire expensive research 
organizations to check the efficiency of 
their advertising. The business, has be- 
come more scientific—results more meas- 
urable and consequently Art Direction 
has become more functional—less in- 
stinctive—less artistic. 

Art Directors are more _ business 
oriented. They are trained differently— 
in professional schools—where they study 
business administration, market psychol- 
ogy, typographic design and even art. 
Some of the best Art Directors I know 
can’t draw, and many of those who 
can, rarely do, because they have learned 
that there are better, more effective ways 
to put a layout together. 

For example, they frequently don’t do 
layouts at all; maybe a few scratches 
and scribbles to get the blue print of the 
idea down, but no layout in the tradi- 
tional sense. 


more experimenting . . . 


The Art Director then calls in the 
photographer or illustrator, to talk the 
problem over and then to produce pic- 
tures for comp purposes. He is asked to 
speculate and he is paid a spec. fee. If 
the client buys the layout the artist gets 
paid at regular rates. If not, everybody 
loses. This practice is becoming more 
and more prevalent. 

Very few jobs are ordered today with 
a fixed price and a fixed notion of what 
the picture will be, because the ad- 
vertising business has become too volatile 
and competitive, and advertisers want to 
see exactly what they are getting before 














they will commit themselves. Contrast 
this with the old system where the lay- 
out, the assignment and the price were 
all pre-determined. 

I think Art Directors are more aware 
than they used to be. They know more 
about the business of advertising. They 
are more interested in copy—in the con- 
cept of the ad. They know that the ads 
that really pull are not just skillful as- 
semblies of art and type. Art Directors, 
more and more, are interested in idea 
communication. They have changed, you 
see, because they had to. Today’s Art 
Director is an inventor rather than an 
artist. 


ideas ovtrank graphics .. . 


Composition, color, form, all of these 
are important, but they are not essential. 
What is it that an Art Director is looking 
for? . . . An idea, that will sell goods 
or furnish a fresh insight into an old 
product. 

“Well, this does not preclude illustra- 
tions,” you say. “So why isn’t he buying 
it.” 


which would you choose? ... 


I asked Art Directors this question 
point blank. “Assume that the subject is 


suitable and all other things equal, 
which would you choose—Art or Pho- 
ography?” 

One Art Director said and I quote... 
“All other things being equal, I'll take 
photography. It’s more believable— 
Photos give me more latitude. I can go 
with the photographer, direct his casting 
and contribute to the picture. I get any- 
where from 10 to 50 snaps of a given 
situation and I can choose the best one, 
and I can usually get a picture shot 
faster than I can get it painted. Let me 
show you.” 

He brought out 15 boxes of 35mm 
slides—about 5 to 600 pictures—they 
represent a day or two of concentrated 
shooting. 

I asked another Art Director—here’s 
what he said: “When an Art Director 
works with a photographer, they work 
as a team. They have discussions, con- 
ferences—careful planning in which both 
participate. Illustration is different. You 
write the order and you get a painting or 
a drawing. It may or may not follow the 
layout. But chances are, the concept 
hasn't advanced a foot. I don’t mean the 
esthetic concept. I mean the basic idea 
concept. Why can’t illustrators get in the 
act sooner? Why aren’t they more willing 
to speculate?—to work with us—to sit 
down with us and help us design ads— 
And why do the best ones stick up their 
noses at advertising?” 


Art Directors don’t feel at home with 
illustration. Said one: “After waiting 
three weeks I get the finished painting. 
It comes in a crate, exquisitely framed— 
and I’m over-awed. There’s that big 
beautiful rectangle and I’m afraid to fool 
around with it. When I get a photo, it’s 
mine. I can crop it anyway I like. If I 
want to silhouette it, I can. If I want 
to surprint the headline, I can. If I want 
to retouch it, or take a piece from one 
shot and a piece from another and put 
them together, that’s O.K. too. Nobody 
gets upset or hurt as long as the result 
justifies the means, but an illustration is 
different. It’s sort of frozen—and whether 
I like it or not, my layouts get to look 
old fashioned.” 

And one bright friendly Art Director 
said: “If the subject were suitable, I'd 
use an illustrator. The magazines are so 
full of photos that all the ads look alike. 
I'd use an illustrator because my ad 
would be different and stand out from 
the crowd.” 

And from another Art Director on the 
illustrators side: “If I can use Norman 
Rockwell, you can have photography for 
keeps. He beats any camera. He gets a 
kind of warm human realism that’s un- 
beatable.” 

Another Art Director said: “When I 
started in this business it was almost 
impossible to sell a photograph. I lost 
many battles trying to do so. Now it’s 
almost impossible to sell art work. I’m 
tired of being bloody. I'll go with pho- 
tography. Anyway, photos are more be- 
lievable—they generally research better.” 

One point before we go on. An inter- 
esting idea seems to crop up in many 
quotes—Believability or Realism. 

Since copywriters often influence the 
choice between illustration and photog- 
raphy I talked about the subject with a 
few copywriters. A brilliant creative di- 
rector said this: “Some photos are be- 
lievable but that’s not why we use them 
more. Photos have news value. But they 
don’t do as well as illustration when they 
try to show a typical person . . . because 
he’s not, he’s a model. He’s that stranger 
in the photograph. Readers can’t identify 
with him.” 

Illustrators paint a composite rather 
than a specific individual. The reader can 
identify with the composite. And here's 
what a famous copywriter said: “Photos 
are better because they are more real- 
istic.” . 

Some very important people in the 
advertising business think that photo- 
graphs just naturally attract more read- 
ers than art work. Here’s what David 
Ogilvy (President of Ogilvy, Benson and 
Mather) says: I quote—“What Every 
Young Art Director Should Know”: 
“They (Art Teachers) teach you to use 


art work in advertisements—sublimely 
unaware of the fact that in nine cases 
out of ten, photographs attract more 
readers and sell more merchandise.” 

Talk like this is costing illustrators 
money. It puts that $650 Million farther 
away from you. But there is some hope. 
Gallup-Robinson did a study on this very 
subject, Art Work Vs. Photography. 
Here’s what they said: 

The Impact of Art and Photography 

In Magazine Advertising . . . 

In many advertising campaigns the 
question arises as to whether art or pho- 
tography may best serve the interest of 
the advertiser. The purpose of this clinic 
is to exarnine the impact performance of 
art and photography in magazine adver- 
tising. 

We might first note the historical use 
of art and photography as revealed in a 
random sample of ads tested by Gallup 
& Robinson since 1955. Whether photog- 
raphy has greater Impact than art or not, 
there is a definite tendency over the 
years toward photography. 


USAGE OF ART & PHOTOGRAPHY 
% Usage 
Art 
1955 28 
1957 22 
1959 18 


—10% 





14% 


is photography inherently superior?.. . . 


But has this trend actually reflected 
an inherent superiority in photography 
as opposed to art? Does photography 
achieve larger audiences than art work? 

While we note a premium for photog- 
raphy, this difference is not as radical 
nor as pronounced as advocates of pho- 
tography might presume. 


PROVED NAME REGISTRATION 
Art 9.5 (—.5) 
Photography 10.2 (_ .2) 
All advertising 10.0 Norm 
10 is the norm for all ads. Many kinds 

of ads pull way below 10, insurance ads 
for example, institutional ads too. 

One reason is that some art is rendered 
so realistically that it is difficult to tell 
at a glance that it is artwork. Art which 
closely resembles photography performs 
close to the level of all photography 
while sketchy or unrealistic art suffers 


a greater penalty. 


PROVED NAME REGISTRATION 
Average Recall 








Photography 
Art—Realistic 


Art—Sketch 
Is there any difference in the perfor- 
mance of art and photography depend- 





ing upon the product being advertised? 
Importantly, there is a premium for 
photography within all major groups. 


high-pulling illustration ... 


There are some art ads that do an 
extremely good job for advertisers. What 
are the characteristics of high scoring 
art ads? Cartoon ads perform above the 
average for all advertising and the aver- 
age for all art. 


Average PNR 


Cartoon ads 11.0 

All Art ads 9.5 

All advertising 10.0 
Other high performing art techniques 
are: 

. Humor, whimsy, tenderness through 
exaggeration of a sort that cannot be 
photographed. 

. Diagrams, cut-aways, simplified ver- 
sions of objects. 

. Showing subjects that cannot be 
easily photographed. 

Another obvious choice for analysis 
were the advertisers who employed fa- 
mous artists: Jon Whitcomb, Austin 
Briggs, Georgi, John Falter, Ludwig 
Bemelmans, Dick Sargent, Al Parker, 
Norman Rockwell. These artists reach 
greater audiences compared to all work. 
Norman Rockwell achieves the highest 
level. He scored 1.7 above photography. 
The others scored .6 above photos. Case 
studies within Rockwell illustrated ads 
indicated that his success is related to 
the humorous and whimsical situation he 
illustrates rather than the fact that the 
ad was drawn by Rockwell. 

The data indicate differences but not 
critical differences. Photography holds 
no significant advantage over illustration. 
The Gallup-Robinson findings are im- 
portant to illustrators, because most 
creative people think the differences be- 
tween art and photography are much 
greater and will say so at the drop of a 
hat. 

Why is illustration being excluded 
from advertising? 

Not long ago I talked to a brilliant 
research man about this. He said, 
“Daumier, Goya and Rembrandt could be 
regarded as illustrators. They and others 
like them virtually turned the world in 
its course. Certainly they communicate 
as well as any photo.” Besides consumers 
often don’t know the difference between 
a photograph and a drawing. 

Then he said a most interesting thing— 
“A picture must touch on human ex- 
perience!” 

Think a minute. 

How many advertising illustrations 
have you seen lately that do that? Look 
at a picture like a human being—a 
consumer. How many illustrations say 


to you—Aha!--so that’s what it looks 
like—or I remember that—or, that’s 
true. 

Not many, I'll bet. Most of them look 
about as far from flesh and blood as they 
can get. 

Whatever happened to realism? Not 
photographic exactness—realism. 

Realism touches human experience. 
What can you do about it? What can you 
individually, or as a Society of Illustra- 
tors, do to get a piece of that lovely loot 
we talked about earlier. 

First thing a market expert would ask 
is—Can we improve the product? No 
product will sell if it isn’t any good. The 
better the product the more easily it will 
sell. 


making illustrations more effective . . . 


Perhaps you can improve your product. 
Any good researcher could tell you some 
things that would make your illustrations 
more effective. 

For example: 

Bright warm colors out-pull cool colors. 

Dark rich colored backgrounds are 

better than pale ones. 

One strong dominant element is better 

than many small ones. 

Realism outpulls the unrealistic. 

And then of course—babies, puppies 

and children. 

Women look at women in ads—men 
look at men contrary to what you may 
do. Gallup & Robinson you may remem- 
ber said—humor, whimsy and exaggera- 
tion. 


” capitalize on successtul illustrations . . . 


Let me tell you a true story. Owens 
Corning Fiberglas wanted an ad to ap- 
pear in Life magazine. It had to show a 
dozen different kinds of industrial pipe 
insulation. Some of them didn’t exist; 
many were unobtainable. Instead of re- 
sorting to a catalog spread, I contrived a 
situation. It showed workmen in a 
factory-like scene where most of the 
products properly belonged. 

The client bought the layout. We com- 
missioned a top notch artist to paint the 
picture and he turned out a beautiful 
job. The agency was against running the 
ad. It was about a dull subject that 
couldn’t possibly interest the readers of 
Life Magazine. It really belonged in a 
magazine like Iron Age or Factory Man- 
agement. 

Well, the ad researched way above 
average in its product field. 37 men out 
of 100 noted the ad, according to Starch 
Research. This report surprised us all. 
The ad evidently stopped people and 
made them read the copy. I guess that’s 
the highest tribute the public can make 
to a picture. 
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Why did this one attract them? I don’t 
really know. Perhaps the picture had an 
air of fantasy; maybe the key numbers 
interested the readers. Maybe people 
saw authenticity or believability in the 
picture. Certainly it isn’t photographic. 
Anyway, we were delighted because it 
scored. 

I thought I'd do the painter’s rep. a 
favor. I called him up and told him the 
good news. Here was an opportunity to 
demonstrate that at least one illustration 
proved better than most photographs. I 
offered to supply him with a copy of the 
research. 

Because he is a good rep., he sparked 
to the offer. He bought copics of the 
magazine. Clipped the research results 
to the ad, and sent the copies to his Art 
Director clients. In effect, it said: 

Here is a beautiful illustration that any 

Art Director would be proud of. 

In addition, it got above average noting 
which means that it beat most of 
the competition in the book. 

I presume that when he shows the work, 
he conveys the same message. 

Hopefully, Art Directors will con- 
clude that Walter Murch paints fine il- 
lustrations that also attract readers. This 
is what every artist and every rep. should 
do. 

And what the Society of Illustrators 
should do on a steady year-in year-out 
basis. You should organize a clearing 
house to publicize every bit of saleable 
information you gather. 


This seminar is a wonderful idea be- 
cause it tells the advertising world that 
you're interested in them. The annual 
Society of Illustrators show that gives 
awards to Art Directors and illustrators 
for advertising should help turn your 
business around. 

You can do much more though. Learn 
from the magazines, publishers and news- 
papers, who continually promote their 
mediums to combat T.V. You are after a 
big chunk of money. Spend a little to 
make a lot. Hire a research organization 
to pursue the entire subject of illustra- 
tion and its attention values. Learn 
about research and advertising—then tell 
the Art Directors about your new im- 
proved product. 

If Art Directors don’t care, (and they 
should)—tell their bosses. Tell the crea- 
tive directors and the account men, and 
the researchers, and the clients. Teil 
them everytime an illustration gets high 
noting because right now they \are under 
the impression that illustrations don't 
attract readers. If you change that im- 
pression, and I think you can, you'll get 
your share of that lovey $650,000,000. @ 
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upcoming artist 
Roger Pontbriand 


Although he’s only 27, Roger Pontbriand’s 
work has caught the eye of many an art 
director. He won a top award in the 1960 
Society of Illustrators show. 

Born in New England, his family soon 
moved to San Francisco. When 18, he re- 
turned to New England, had his edycation 
interrupted by military service, then entered 
the Rhode Island School of Design in 1956 
where he earned his baccalaureate. 

He’s in New York now, giving a fine arts 
touch to pharmaceutical and story illustra- 
tions as well as to TV titles. 
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There’s a cleanness and a vibrancy to the 
Directional Sound line of Premier Al- 
bums that almost lets you hear the record 
as you look at the covers. Bright and off- 
beat line colors mix with large black or 
large white areas. Graphic symbols are 
bold and dynamic. Line is distinctive. 
Although no two are alike there’s no 
doubt they are a family. 

The albums were designed by Sam 
Suliman. Born 1927 in Manchester, Eng- 
land, he’s been in Néw York three years, 
after an eight year stay in Montreal. 

He’s written a “History of Jazz,” a half- 
hour radio series for CBC. and directed a 
15-minute TV series. He has designed 
annual reports, brochures, etc. 

As creative director for Premier Al- 
bums, Inc., he designed complete pack- 
ages for the series. It is unique in that 10 
records were issued simultaneously. The 
word “Directional” atop the albums used 
a “T” as a 3-D symbol of moving sound 
and a logo. * 
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Watercolors and Oils — George James 
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upcomingdesigner 
Tor Winstrup 


Tor moved from Stockholm to Los 
Angeles in 1958. In the few years in L.A. 
he’s won awards in AIGA, ADLA, and 
package design shows, his work has been 
shown in Graphis, Industrial Design and 
Art Direction. 

Tor graduated the Advanced Swedish 
State School of Art and Design, was a 
former AD and free lance designer in 
Stockholm. He’s now freelancing in L.A. 








THE AD 
COPYFITTER 


See Sept. 1969 Art Direction for the 
CHARACTER Per Line CHarT and the 
first installment of these CHARACTERS PER 
Pica Tasxes. The article tells how to use 
tabular data and chart for visually trans- 
lating characters per pica into characters 
for any line length up to and including 
55 picas. More tabular data appeared in 
October, and will continue monthly 
until the series has run from A to Z. An- 
nual supplements will keep it up to date. 


Rex & It. & Rex Bold (1) 5-3.83; 6-3.43; 
7-3.31; 8-3.05; 10-2.56; 12-2.14; 
14-1.78 

Riviera (F) 12-4. 

Rivoli (ATF) 10-3.48; 12-3.1; 14-2.6; 
18-2.12; 24-1.68 

Rivoli It. (ATF) 10-3.28; 12-2.95; 14-2.51; 
18-2.03; 24-1.65 

Rivoli (1) 12-3.05; 14-2.59; 18-2.05 

Roman Compressed (S-B) 12-2.1; 
18-1.74; 24-1.39 

Romany (Allow for Swashes) (ATF) 
12-2.36; 14-2.17; 18-1.73; 24-1.36 

Ronaldson & It. (1) 6-3.68; 7-3.31; 8-3.05; 
9-2.8; 10-2.68; 11-2.56; 12-2.25 

Ronaldson O. S. No. 1 & It. (Li) 6-3.83; 
7-3.31; 8-3.05; 9-2.94; 10-2.68; 
11-2.56; 12-2.25; 14-1.92 

Ronaldson O. S. No. 16 (M) 6-3.82; 
7-3.34; 8-3.13; 9-2.96; 10-2.66; 
11-2.42; 12-2.22 

Ronaldson O. S. It. No. 16 (M) 6-4.15; 


7-3.63; 8-3.42; 9-3.21; 10-2.9; 11-2.64; . 


12-2.42 

Rondo (A/C) 12-2.7; 18-2.0; 24-1.6; 
(small), 1.4 (large); 30-1.1; 36-0.98 

Rondo (Allow for Swashes) (ATF) 10-3.05; 
12-2.7; 18-2.; 24-1.6; 24#2-1.4 

Rondo Bold (A/C) 12-2.4; 18-1.8; 24-1.53 
(small) 1.27 (large); 30-1.0; 36-0.84 

Rondo Bold (Allow for Swashes) (ATF) 
12-2.45; 18-1.78; 241-1.54; 242-1.23 

Royal No. 1A Teletype & Bold (1) 8-3.02 

Royal No. 1B & Bold (|) 544-3.88 

Royal No. 1B Teletype & Bold (i) 8-3.09 

Royal No. 2 Teletype & Bold (|) 814-2.9 

Royal No. 2A Teletype & Bold (1) 
814-3.02; 9-3.02 

Royal No. 2B Teletype & Bold (1) 
81,4-3.09; 9-3.09 

Royal No. 2B Teletype & It. (1) 844-3.09 

Royal & Bold (1) 6-3.38; 8-2.87; 814-2.78; 
9-2.65; 10-2.48; 11-2.31 

Royal & It. (1) 8-2.87; 9-2.63; 10-2.46 

Royal Teletype & Bold (1) 8-2.9 

Rugged Black (1) 10-2.1; 11-1.74; 14-1.53; 
18-1.38; 24-1.07 

Rugged Black & It. (1) 10-2.04; 12-1.78; 
14-1.54; 18-1.34 : 

Ryerson Cond. (Li) 18-1.94; 24-1.63; 
30-1.43; 36-1.23 

Samson (Lud) 24-.97 

Sans Serif Bold No. 330 (M) 6-4.23; 
8-3.37; 10-2.86; 12-2.49; 14-2.17; 
18-1.97; 24-1.49 


Sans Serif Bold It. No. 330 (M) 6-4.26; 
8-3.3; 10-2.81; 12-2.44; 14-2.16; 
18-1.94; 24-1.49 

Sans Serif Ex Bold No. 332 (M) 6-3.55; 
8-2.94; 10-2.39; 12-2.08; 14-1.77; 
18-1.6; 24-1.23 

Sans Serif Ex Bold It. No. 332 (M) 83.01; 
10-2.56; 12-2.22; 14-1.81; 18-1.67; 
24-1.25 

Sans Serif Ex Bold Cond. No. 333 (M) 
14-2.16; 18-1.94; 24-1.45 

Sans Serif Light No. 329 (M) 6-4.27; 
8-3.39; 10-2.89; 12-2.51; 14-2.35; 
18-1.98; 24-1.56 

Sans Serif Light It. No. 329 (M) 6-4.31; 
8-3.42; 10-2.89; 12-2.52; 14-2.37; 
18-2.1; 24-1.66 

Sans Serif Light Cond. No. 357 (M) 
14-2.89; 18-2.64; 24-2.05 

Sans Serif Medium No. 331 (M) 6-4.23; 
8-3.35; 10-2.85; 12-2.48; 14-2.29; 
18-2.12; 24-1.59 

Sans Serif Medium Cond. No. 354 (M) 
14-2.54; 18-2.36; 24-1.73 

Schooilbook O. S. (ATF) 6-3.62; 8-2.97; 
10-2.41; 12-2.1; 14-1.75; 18-1.4; 
24-1.1 

Scotch & It. (1) 8-3.12; 10-2.75; 11-2.6; 
12-2.21; 14-1.86 

Scotch w It. & S. C. (Li) 6-3.37; 8-3.05; 
10-2.69; 11-2.51; 1114-2.4; 12-2.24; 
14-1.89; 18-1.46; 24-1.12 

Scotch No. 2 & it. (Li) 83.31; 9-2.94; 
10-2.56; 11-2.45; 12-2.25 

Scotch Roman (ATF) 6-3.61; 8-3.18; 
10-2.85; 11-2.7; 12-2.26; 14-1.87; 
18-1.45; 24-1.12 

Scotch Roman No. 36 (M) 6-4.12; 8-3.34; 
9-2.98; 10-2.67; 11-2.44; 12-2.23; 
14-1.89; 18-1.46; 24-1.12 

Scotch Roman It. No. 36 (M) 6-4.47; 
8-3.65; 9-3.23; 10-2.91; 11-2.66; 
12-2.43 

Shaw Text (ATF) 10-3.25; 12-2.82; 
14-2.49; 18-1.76; 24-1.35 

Spartan Black (ATF) 6-3.32; 8-3.08; 
10-2.39; 12-1.99; 14-1.75; 18-1.36; 
24-1.07 

Spartan Black w It. (Li) 6-3.25; 8-3.03; 
9-2.65; 10-2.39; 11-2.28; 12-2.03; 
14-1.79; 18-1.43; 24-1.12; 30-.94; 
36-.82 

Spartan Black It. (ATF) 6-3.35; 8-3.08; 
10-2.39; 12-1.99; 14-1.75; 18-1.36; 
24-1.08 

Spartan Black Cond. (ATF) 10-2.9; 
12-2.65; 14-2.43; 18-1.97; 24-1.55 

Spartan Black Cond. It. (ATF) 10-2.9; 
12-2.65; 14-2.44; 18-2.07; 24-1.59 

Spartan Black Cond. & It. (Li) 8-3.19; 
10-2.94; 12-2.56; 14-2.45; 18-1.92; 
24-1.54; 30-1.27; 36-1.11 

Spartan Bold w It. (Li) 12-2.4; 14-2.Q2; 
18-1.56; 24-1.21; 24#2-1.2; 30-1.01; 
36-.86 

Spartan Bold Cond. w It. (Li) 14-2.5; 
18-2.02; 24-1.52; 30-1.3; 36-1.14 

Spartan Book (ATF) 6-3.8; 8-3.5; 10-2.9; 
12-2.6; 14-2.2; 18-1.7; 24-1.4 

Spartan Book w It. S. C. (Li) 6-3.63; 
8-3.35; 9-2.98; 10-2.63; 11-2.44; 
12-2.33; 14-2.11; 18-1.6; 24-1.29 

Spartan Book Cond. (Li) 18-2.; 24-1.62; 
30-1.51; 36-1.31; 42-1.24 
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Spartan Book w Heavy (Li) 514-3.65; 
6-3.63; 8-3.35; 9-2.95; 10-2.6; 11-2.43; 
12-2.31; 14-2.1; 18-1.59; 24-1.29 

Spartan Book Cond. w Heavy Cond. (Li) 
514-4.1; 6-3.9; 8-3.2; 10-2.88; 12-2.58; 
14-2.43; 18-2.; 24-1.62 

Spartan Ex Black (ATF) 10-2.14; 12-1.78; 
14-1.65; 18-1.34 

Spartan Ex Black w It. (Li) 12-1.74; 
14-1.62; 18-1.26; 24-1.01 

Spartan Heavy (ATF) 6-3.89; 8-3.35; 
10-2.61; 12-2.05; 14-2.02; 16-1.78; 
18-1.61; 24-1.25 

Spartan Heavy It. (ATF) 6-3.84; 8-3.52; 
10-2.61; 12-2.05; 142.02; 18-1.61; 
24-1.24 

Spartan Heavy & It. (Li) 6-3.83; 8-3.56; 
9-2.94; 10-2.56; 12-2.25; 142.04; 
18-1.54; 24-1.23; 30-1.02; 36-.86 

Spartan Heavy Cond. (Li) 30-1.33; 
36-1.14 

Spartan Light (Li) 6-3.84; 8-3.68; 10-2.92; 
12-2.48; 14-2.17 

Spartan Light w Medium (Li) 6-3.63; 
8-3.5; 9-3.2; 10-2.88; 12-2.45; 14-2.2; 
18-1.61; 24-1.29 

Spartan Medium (ATF) 6-3.84; 8-3.66; 
10-2.92; 12-2.5; 14-2.16; 18-1.68; 
24-1.39 

Spartan Medium It. (ATF) 6-3.89; 8-3.66; 
10-2.92; 12-2.51; 14-2.17; 18-1.65; 
24-1.42 

Spartan Medium & It. (Li) 6-3.83; 83.68; 
9-3.31; 10-2.94; 11-2.68; 12-2.45; 
14-2.14; 18-1.54; 24-1.23; 30-1.14; 
36-.94 

Spartan Medium Cond. (ATF) 6-4.6; 8-4.1; 
10-3.4; 12-3.1; 14-2.7; 18-2.1; 241.7 

Spartan Medium Cond. (Li) 14-2.44; 
18-1.93; 24-1.57 

Spartan Medium w Heavy (Li) 6-3.6; 
8-3.35; 9-2.9; 10-2.58; 12-2.29; 
14-2.08; 18-1.59; 24-1.28 

Spartan Medium Cond. & Black Cond. (Li) 
8-3.19; 10-2.94; 12-2.68; 14-2.45; 
18-1.92; 24-1.54 

Sphinx (A/C) 6-2.8; 8-2.14; 10-1.78; 
12-1.34 

Sphinx It. (A/C) 6-2.56; 8-1.92; 10-1.65; 
12-1.34 

Standard (A/C) 6-4.5; 6#2-3.9; 8-3.7; 
10-2.9; 12-2.5; 14-2.; 18-1.4; 24-1.3 

Standard (Li) 8-3.7; 9-3.; 10-2.8; 12-2.6 

Standard Bold (A/C) 6-3.2; 8-2.8; 10-2.3; 
12-1.9; 14-1.6; 18-1.3 

Standard Bold Cond. (A/C) 8-4.2; 10-3.3; 
12-2.7; 14-2.35; 18-1.6; 24-1.4; 
24#2-1.2 

Standard Cond. (A/C) 8-4.35; 10-3.9; 
12-3.1; 14-2.8; 18-2.3; 24-1.8; 
24#2-1.7 

Standard Ex Light Cond. (A/C) 6-3.3; 
6#2-3.2; 83.1; 10-2.35; 12-1.9; 
14-1.6; 18-1.2 

Standard Light (A/C) 6-4.35; 8-4.; 1G-3.1; 
12-2.55; 14-2.35; 18-1.9; 24-1.4 

Standard Light Cond. (A/C) 10-4.6; 
12-3.8; 14-3.1; 18-2.6; 24-2.05 

Standard Light Extended (A/C) 6-3.3; 
6#2-3.1; 82.8; 10-2.35; 12-1.9; 
14-1.5; 18-1.2 


(continued in a future issue) 











production 


bulletin 


lots of new type and paper 


specimens offer ADs ideas 


as well as information 


Type notes: Columbia type now available 
in 14 point foundary type in regular 
and bold Roman and italic. For show- 
ings, Amsterdam Continental, 276 Park 
Ave., South, New York 10, N.Y... . 
also from Amsterdam new booklet show- 
ing Michelangelo Sistina, and Palatino 
. .. Specimen brochure of Univers shows 
6 series now in stock in copy blocks, 
alphabets, and specimen lines. From 
ATF, 200 Elmora Ave., Elizabeth, N.J. 
... ATF has added 13 casting machines 
to step up production of foundary type. 
Each machine has a permanent mold 
for one-size casting only, improving pre- 
cision control to close tolerances. . . . 
For galleys showing what’s new in Com- 
posing Room typefaces ask Eli Cantor 
at The Composing Room, 130 W. 46th 
St.. N.Y.C. 36, for copies of What's 


New. Write on your business letterhead. 

. . Graphic Arts Typographers has 
added, on the Linotype, complete series 
of Palatino, Optima, Melior, and Frank- 
lin Gothic, all with italics and all 6-12 
pts. GAT also has filled in odd sizes 
on other Lino faces and added 223 new 
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foundary faces. For catalog write them 
at $04 E. 54th St., N.Y.C. . . . specimen 
of Torino on Italian handmade paper 
(Roma) was ‘designed for Linotype 
Composition Co. of Baltimore by Kern 
Devin. For Lino’s type charts, write 407 
E. Saratoga St., Baltimore 2, Maryland. 
. . . 20-page booklet shows off Trump 
Imperial in Roman, italic, bold, semi- 
bold, gravure in all sizes. For copy write 
to Huxley House, 216 E. 45th St., New 
York 17, N.Y. .. . for specimen booklet 
on Akzidenz Grotesk, write the Com- 
posing Room, address above. C-R has 
also added The Photo-Composing Room. 
It will feature the Monophoto and will 
offer a wide range of English Monotype 
faces . . . new one-line showing folder 
from Bundscho shows all faces on one 
side (can be a wall chart) lists available 
sizes, has copyfitting and proofreading 
data on reverse side, folds to fit pocket. 
J. M. Bundscho, 180 N. Wabash Ave., 
Chicago 1. . . . Filmotype now has a 
fully automatic processor that develops, 
fixes, washes and squeegees off excess 
water. For data, Filmotype Corp., 7500 
McCormick Blvd., Skokie, Illinois. . 


A booklet describing the operation of 
Protype is available from Protype Inc., 
305 E. 45th St., New York 17, N.Y. ... 


new copy typing paper simplifies, speeds 
copyfitting. Calculex has a calculating 
grid on top. Writer marks on it the 
intersection of line length and character 
per pica count of the face to be used and 
has an automatic guide for line typing. 
For samples, Travis Products, P.O. Box 
305, Bonner Springs, Kansas. 

On Paper: Story on growing importance 
of colored paper appears in July-August 
issue of the Du Pont magazine. For 
copies, write Thomas Spackman II, Du 
Pont, Wilmington 98, Delaware. . . . 
Kedgwick is new offset paper from 
Fraser Paper Ltd. It’s stocked in 50, 
60, 70 lbs., regular and vellum finishes, 
features high opacity and brightness. 
For samples, 420 Lexington Ave., New 
York 17, N.Y. .. . new specimen show- 
ing of Saratoga Coated Book from In- 
ternational Paper Co... . 

Production aids: If Look had a whiter 
look starting with the July 4th issue, 
your eyes weren't fooling you. Instead 
of upgrading its paper the magazine 
found it better and more economical to 
use a fifth color—white—in printing. See 
for yourself what it does to the section 
using the white ink. There’s no extra 
charge for it but it’s limited to the 12 
or 24 pages printed by Look-Kromatic, 
a refined gravure process . . . 4-Color 
Dye-Tronic Transfer Prints: Unlike the 
three colors by which dye transfers are 
usually produced, Dye-Tronic prints of 
Authenticolor, Inc., New York, are 
made with four colors. 

Dye-Tronics gets details and color 
gradations closely matching the trans- 
parencies, according to Michael Lavelle, 
president and technical director of 
Authenticolor, whose researchers de- 
veloped the dye transfers in conjunctior 
with electronic scanners of P.D.! 
(Printing Developments, Inc), subsidar 
of Time, Inc. “They represent a first, 
Mr. Lavelle claims—“the first time th 
electronic scanner has been adapted t: 
produce dye transfer prints.” 





COMMUNICATION 
IN ILLUSTRATION 


Austin Briggs at Society of Illustrator’s seminar 


Although my topic is “Communication 
in Illustration,” we had better agree 
first on the inherent difficulty of com- 
munication. 

A story is told of Albert Einstein try- 
ing to explain milk to a blind man. Ein- 
stein said, “Milk is white.” The blind 
man considered the answer and asked, 
“What is white?” 

Einstein thought and finally said, 
“White is like a swan.” 

“What is a swan?” 
asked. 

By this time the magnitude of the 
problem disturbed Einstein, so after fur- 
ther thought he answered, “A swan is 
a bird with a crooked neck.” 

The blind man then asked, “What is 
crooked?” 

Einstein took the blind man’s elbow 
and made a crook of his arm. Much re- 
lieved, the blind man cried, “Now I 
know what milk is!” 

The artist, like the blind man, is born 
a little bit out of kilter with life. He 
feels love and hate, frustration and 
satisfaction, just as his audience feels, 
but he stands enough apart from these 


the blind man 
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feelings to be able to look at how they 
appear. The artist is not “with it,” and 
yet in a sense he “swings.” 


@ stream of imitation .. . 

I am opposed to all who manage to 
survive in illustration without having 
an idea of their own. I mean the brain- 
pickers, the cotton-pickers, the rag-pick- 
ers and the nose-pickers. In short, the 
imitators. 

Almost monthly, someone comments 
on the “trend.” A trend is almost always 
a stream of imitation. The manner 
should be an integral part of the mes- 
sage the artist delivers—and an imita- 
tion of a manner (the plea is that one 
“is being contemporary”) is a superfici- 
ality imposed upon a picture without 
enhancing its capacity to communicate. 
It is a cord around the neck which 
strangles the voice. 


Regarding communication in another 
light, let’s divide it into two parts—first, 
that part of the message which is funda- 
mental is meaningful for a considerable 
(continued on page 120) 
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Philadelphia 


Supreme Old Fasheoned Horr Sivic bread perfectly captures the flavor anc 
aroma of old-fashioned hume-heker| loaves, het from the oven, Baked in wid 
pans. t gives vou a bigger loaf for your money You'll like its golden brown crus 
and its firm texture. past right for spreading-with Louelts butter. of course Pur 
Home Styte on your shopping list Next time try one of the other 24 varietio. 


‘That's where you look for the pram onex— right on tng! Ame that 5 anere 
come fonds them fwee. DIRE! C1 ater nity made eaciysntly fro experthy 
setected (eit grown 9 the count+y | fewest vineyards hy tagrance ete: 
yOu, ote Rewor wi you and wprendy the & drewm Som! only at Acme 


Breaking time/cost barriers A color 
in Philadelphia campaign 

a P Pp ear- 
ing in Family Circle magazine, for Acme 
Markets, had to suddenly meet “‘yester- 
day” deadlines when the account switched 
agencies and there was no time for both 
new color art and engraving. AD decided 


to invest his short time in new engra\ 
rather than new art, explaining, “Ii 
engraver isn’t allowed a reasonable 
riod to make up the color plates, in 
ably the impact of good artwork is |: 

For art, a Flexichrome color repro 
tion was made from available b/w i 
tration. AD was so pleased with 
results that, for magazine color us: 
decided to Flexichrome more of his 
newspaper illustrations. “This made 
sible art cost savings up to 50 per: 
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ee 
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“ 
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ven after the initial creating artist is 
vaid for the additional use of his work.” 
Credits: AD Vince Benedict, Gray & 
Logers. “Bread” ad: copy chief Bob Gra- 
am; photographer Mel Richman, Inc. 
Grape” ad: artist Lemuel B. Line; copy- 
riter Ralph Richmond. Flexichrome, 
harles P. Mills, Inc. 


| hiladelphia Clips 


enneth F. Tricebock, has opened Trice- 

ock Advertising Agency at 6719 N. 

road St., specializing in building and 

‘al estate accounts. He had been general 

anager of Horace L. Gross Advertising. 

obert J. Trasatti and Barbara Dailey, 
oth former Gross staffers also, were 
amed respectively AD and PM... 

Formerly AD of the Courier-Times, 

evittown, Otto G. Bruno has joined 
bernard Glaser Associates, Bristol, as art 

nd production direction director .. . 

he national outdoor show sponsored 
Ly ADCC completed a western tour of 
several months and will be at the Ayer 
galleries through this month .. . 

Artist and tv personality Pete Boyle 
joined M & T Engineering president 
Fred C. Gladeck and Chevrolet city man- 
ager A. R. Kilgore in judging the “car 
of the future” drawing contest sponsored 
by Matt Slap Chevrolet. 











on 
typortionalizing 


A guide to achieving unusual, 
striking forms with 
conventional type faces 
through sizing and distortion 
via camera. Curving, slanting, 
outlining, weighting, thinning 
and other Typortionalized 
effects are described in this 
information-packed folder. 
Free upon request. Write. 


PROGRESSIVE Composition Co. 
9th and Sansom Sts., Phila. 7 WAinut 2-2711 
9%, 


’ 
— 
The PROGRESS - HANSON - PROGRESSIVE Group 


Offices In These Cities 
Philadelphia « New York « Pittsburgh 
Lancaster - Wilmington 
Baltimore « Washington . Richmond « Chariotte 
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Artists Guild’s 
board of directors 
renamed Edwin 
H. White president. He is AD at Atlantic 
Refining Co. Other re-elected officers in- 
clude first vp Harvey Simpson; recording 
secretary Mary Mowry; corresponding 
secretary Katherine Tyrrell; treasurer 
Conrad Linke. Albert Michini was elec- 
ted 2nd vp. New members of the board 
of directors are Harry Brodsky, George 
Gelernt and Homer Johnson. Charles L. 
Madden was appointed press director. 


Philadelphia AG 
re-elects Ed White 


Redesign of 
Hershey’s vita- 
min fortified 
chocolate syrup includes basic retention 
of glass jar and white enameled metal cap 
and established Hershey lettering but 
label and cap designs were simplified in 
white and 2 shades of brown. Old label, 
in yellow, red, brown and white. New cap 
has type on top face, permits price mark 
in center. 

Credits: Designer Mel Richman Design 
Associates, Bala-Cynwyd. 


Chocolate swirl label 
for milk amplifier 
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on the 
West Coast 
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ice cream characters Talking colorful 
on the west coast scoops aim at 
both adult and 
children interest, suggest recipes (party 
or plain) visually only. Full color page 
for Knudsen Ice Cream, in Los Angeles 
metropolitan Sunday supplements. 
Credits: Layout and copy, Ed Mitchell, 
creative consultant to Heintz & Co. LA. 
’ Photographer Phil March. Headline and 
body type, Craw Clarendon Cond., 
Monsen. 


ASMP to meet in 
Asilomar Sept. 26-29 


The 2nd Photo Journalism Conference 
in the West will be held at Asilomar, 
Calif. It is cosponsored by American So- 
ciety of Magazine Photographers, Uni- 


versity Extension and the Dept. of Jour- 


nalism, University of California at 
Berkeley. 

Edward Steichen, father of the “Family 
Man” exhibit and director of photogra- 
phy, Museum of Modern Art, will be 
keynote speaker. Look magazine AD 
Allen Hurlburt will discuss The Photo- 
graph in Magazine Layout. Freelance 
photographer/writer Cal Bernstein will 
explain his approach to the picture story, 





CAMERA HAWAIll 
Advertising and editorial 
illustration photography. 

Hawaii's top photographers 
directed by WERNER STOY 


CAMERA HAWAII, Inc. 
206 Koula St., Honolulu — Cable:CAMHAWAI! 





in his lecture The New Photo Expression. 
Experimental photographer Ernst Haas 
of Magnum will discuss Color from Eye 
to Page. Magnum’s international execu- 
tive editor John Morris will lecture on 
Some Considerations of Ethics, dealing 
with publishing ethics for both photog- 
rapher and editor. 

Panels include “Potentials of Photo 
Journalism”; “Photo Markets and the 
Middle Man”; “The Editorial Trend in 
Advertising”; “Blending of Words and 
Pictures.” Participants are SEP photog- 
raphy editor Douglas Borgstedt, Black 
Star Picture Agency editor Howard Chap- 
nick, IBM’s Think magazine managing 
editor James O’Connell, Playboy picture 
editor Vincent Tajiri, Sunset magazine 
editor Proctor Mellquist, Western Elec- 
tric director of publications Michael 
O'Leary, Ebony publisher John Johnson. 

There will also be an exhibit of photo- 
graphs contributed by the worldwide 
membership of ASMP. 

For further program details and to 
register, write Dept. of Conferences, Uni- 
versity Extension, University of Califor- 
nia, Berkeley 4. Registration fee, which 
includes room and meals, is $95 per 
person, or $165 for married couple. Non- 
resident registrants may pay a fee of $55 
per person or $85 per couple. Full time 
students of accredited institutions pay 
$70 if resident, $30 if nonresident. Checks 
should be made out to the Regents of 
the University of California. 

The conference committee for the San 
Francisco chapter is Joe Munroe, chair- 
man, and Ted Streshinsky, Don Shapero, 
Ernest Braun. The Southern California 
chapter’s committeemen are Jack Kem- 
merer, Lou Jacobs, Jr., Leonard Nadel, 
Ernest Reshovsky. 


Industrial Artists, Seattle 
adds partners 


J. Ned Block and LeRoy H. Lange have 
joined Thomas L. Kilpatrick Jr. as part- 
ners in Industrial Artists, 4 year old firm 
at 604 University St., Seattle. Block, form- 
erly a freelance artist /designer, and with 
the company since July 1960, will be in 
charge of creative services. Lange who 
has spent years in technical production 
and was most recently with MilManCo., 
will head IA’s technical department. 
Kilpatrick had been the sole owner of 
IA. He will continue as general manager. 


David Kirby to 
Barnes Chase Co. 


Formerly graphic arts editor at Ryan 
Aeronautical Co., San Diego, for 21% 
years, David T. Kirby has joined agency 
Barnes Chase Co., San Diego, as AD. @ 
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time; and second, that part of the mes- 
sage which is contemporary, and there- 
fore largely temporary. Now I’m not 
against being contemporary. Further, it 
wouldn’t do me any good if I were. As 
a man, living now, I should feel what 
is happening now, and as an artist I 
can't help but reflect it. 

The fundamentals of our job are good 
drawing, good order, good shapes and 
their arrangement—there’s no reason to 
go on with the list. (If you don’t ap- 
prove of my list, recall Kant’s statement 
that no esthetic judgment can be proved 
or disproved.) Among the several balls 
the juggling illustrator must keep in the 
air are the contemporary aspects of his 
trade, but he must never fall off the 
“tight wire” of the fundamental. An 
occasional dropping of the contempo- 
rary ball will be forgiven the gifted if 
his gift is to stick to that wire. 

At the moment, there are some good 
men who've missed their step reaching 
for the contemporary ball. I myself am 
contemplating buying a pair of Japanese 
shoes—the ones which separate the big 
toe from the others in order to allow a 
firmer grip. 

There are some illustrators who can’t 
read pictures, so it’s words for them. I 
worry about words as they are often 
used in our popular stories and articles 
and ads. Words are evocative to me, but 
I fear they mean less to the very people 
who employ them. 

Words like “fondle” and “blood” are 
used without qualification, but their 
graphic image is considered too inflama- 
tory. It’s a compliment to the illustrator 
that this is so. But it would take a 
month to list the sensual visions barred 
to him. 

We are still in our “myth-spent” 
youth. We can deliver a pictorial mes- 
sage as sharp as a razor, and as cutting, 
if necessary, but it is often returned for 
changes full of nicks, because somehow 
the words don’t hurt as deeply, or, I 
may add, feel as good. 


experience is a beginning... 
Allow me to pause here and quote from 
Henry James. Though it deals with writ- 
ing, I know no other paragraph which 
describes so fully what the illustrator 
must do: 
“It is excellent and inconclusive to 
say that one must write from ex- 
perience. What kind of experience 
is intended, and where does it be- 


(continued on page 124) 
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REACH 


Place yourself in Art Direction’s Buyers Guide. 
It’s been the buyers’ standby for the past ten years 
because its almost 2500 listings are classified by 
specialties, making it easy for the buyer to find just 
the talent or service he’s seeking. There are 257 
categories and new ones will be added if necessary. 

Art Direction’s Buyers’ Guide is your best, most 
economical way to reach the most key buyers in 
any of the country’s 40 major art markets. Classi- 
fied listings are as low as $1.75. 

Here’s a good way to reach an up-to-date list 
too, because Art Direction’s list is updated every 
month, reaching new buyers as well as old, and 
no matter what their job title—advertising man- 
ager, sales promotion manager, art director, com- 
pany artist, vice president in charge of marketing, 
photographer, designer, editor, production man- 
ager, purchasing agent—these are just a few of the 
many job titles covered as a result of 10 years of 
building this directory. You'll reach your pros- 
pects in companies, agencies, studios, publications, 
printing plants—wherever there are art buyers. 


Do it now... 


Fill out the order form on page 2 of this form now. 
To get your share of the business, tell them who 
you are, where you are, what you do. 


Deadline for listings is October 16, 1961. 





At D -ction { The Magozine of Visual C ations { Sept 


13,000 buyers 
of art, 
design, 
photo, 
graphic arts 
services 
in the 
ith Annual 
Buyers’ Guide 
published by 
Art Direction 











instructions 


Classified listings 

(see listings 1 to 251 on next page) 
For: agencies, artists, photographers, 
art suppliers and manufacturers, 
graphic arts firms. Also, studios adver- 
tising specialized services. 


1. There are 251 separate classified 
listings. 


Each classified listing is $2.50. For 5 
or more listings, each listing is $2.00. 
For 10 or more listings, each listing is 


$1.75. 


2. Each classified listing is g lines. First 
line is name and telephone number. 
Second line is address. Third line 
is advertising copy and is optional. 
Third line copy cannot exceed 45 
characters including spaces. 


g- Use order form below, type or 
print. If ordering more than one list- 
ing with third line copy, specify listi 
number for each third line. ™ 
4. Order as many listings as you want. 
Use your letterhead if more space is 
needed. 

This is a sample classified listing: 





Representative’s listings 

(see listings 252-254 on next page) 
For: representatives of artists, photog- 
raphers, copywriters. 


1. List your artists, photographers, 
copywriters on your letterhead. 


2. See sample listing. You may, in one 
or two words, list artists’ or photog- 
raphers’ media, subject, technique. 


3. Listings are $2.50 for your name, 
address and phone, and $2.00 for each 
talent name listed. 





Studio listings 
(see listings 255-257 on next page) 


For art or photographic studios ad- 
vertising all their services in a single 
listing. 


Complete the order form. 


List your art or photographic services on your letterhead. 


Listings 255-257 are $7.50 each. 


You may also order one or more classified listings numbers 1 to 251. 


order form ART DIRECTION - 19 W. 44th STREET, N. Y. 36 - YUkon 6-4930 


Yes, I want to be listed in the January 1962 issue in the 11th Annual Buyers’ Guide, as follows: 


ccscttedesacdae sh iteg titans 
For 10 or more listings, each listing is $1.75. IMPORTANT! 


Classified listings 


For 5 or more listings, each listing is $2.00. 
Representative’s listings [5 252 art....[ 253 copy... 254 photography....$.............00.... REMITTANCE MUST 


1 to 2651... 


$2.50 each listing......... 


$2.50 for representative plus $2.00 for each artist, photographer, copywriter listed. 
Studio listings. [5 255 art....[F 256 photography....1 257 copy....at $7.50 each $ 





ADDRESS 





NAME 


Print exactly as you wish it to appear in Buyers’ Guide 


CITY 


ZONE 


STATE 





See Nos. 1-251 
on next page 


TELEPHONE 





&rd line copy for classified listings, cannot be over 45 characters 








Your advertising copy for 3rd line listing 


Your advertising copy for 3rd line listing 








Your advertising copy for 3rd line listing 


Your advertising copy for 3rd line listing 





Your advertising copy for 3rd line listing Number 





Your advertising copy for 3rd line listing 


Your advertising copy for 3rd line listing 


252-257 (List your artists, photogs, copywriters, services on your letterhead 





DEADLINE FOR LISTINGS IS OCTOBER 16, 1961. DON’T WAIT. GET YOURS IN NOW. 
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category index 





lL to 251, classified listings: tistings 1 10 251 ore $2.50 each. 


\RT 

advertising design 
advertising strips 
airbrush 

airbrush renderings 
annual reports 
architectural rendering 
art directors, consultant 
book jackets 
booklets, direct mail 
Bourges technique 
cor cards 

cartoons 

catalogs 

charts 

color separations 
comic books 
continuities 

displays 

exhibits 

fine art for industry 
greeting cards 

ideas 

interiors 

labels 

layouts 

letterheads 

maps 

mechanicals 

oil painting 
package design 

pen and ink 
pharmaceutical design 
point-of-sale 
portraits, painting 
Posters 
presentations 
product design 


props 

record albums 
editorial art technique 
scale models 
scratchboord 
sculpture 

spots 

stock art 

trade marks 

trade publishing art 
wash drawing, b/w 
watercolor 


CENA VSAYN> 


SBIFFESSASSSLEKLSSSSBSBVER! 


ILLUSTRATION 


oeronoutical 
animals 
automobiles 
biblical 
characters 
chemical 
children 
children’s books 
decorative humorous 
fashion & style 
figure 

furniture 
general 
historical 

home furnishing 


SIFKRISSSSSBIKKLSLS: 


marine 
medical 
product, still-life 
props 
shoes 
sport 
still-life 
story 
stylized 
symbolic 
technical 


LETTERING 


alphabets, designed 
illuminated lettering 
LeRoy lettering 
lettering 

paste-up alphabets 
paste-up color sheets 
paste-up shading film 
photographic composition 
photo, film, process 
photographic variations 
planotype lettering 
Varigraph lettering 


SSSBLRRLASAB 


carbros 

color toning 
dye transfer 
fashion 
Flexichrome 
Fivorographic 
industrial 
photo, b/w 
photos, color 
products 
technical 
transparencies 


animation 

art 

cartoons 

direct color prints 

film production 

hot press 

lettering 

lettering, photo 

props 

slides 

. story boards 

115. titles 


SUPPLIES 


116. acetates, overlays 
117. adhesives 

118. air brushes 

119. animation colors 
120. artists brushes 
121. books 

122. Bourges materials 
123. bristol boards 
124. canvos 

125. charcoal & pastel papers 
126. colored papers 


127 


128. 
129. 
130. 


153. 


crayons and chalks 
drafting supplies 
drawing instruments 
erasers 

fixatives 

fluorescent materials 
fluorescent paper 

hand lettering sheets, etc. 
illustration boards 

inks 

lettering templets 
manufacturer 

masking inks & opaques 
negative opaques 

office supplies 

oil colors 

pods, blocks, sketch books 
palettes 

pastels 

Pencils 

pens . 

picture frames 
retouching materials 
retail art stores 

sketch boxes 

slide rules 

watercolor materials 


PHOTOGRAPHY 


oerial 

animals 
antique arms 
architectural 
birds 

cats & dags 
children 

color 
consultants 
editorial 
experimenial 
fashion 
general 

human interest 
illustration 
industrial 
interiors 
landscapes 
location 
magazine photography 
murals 

photo agencies 
photo-reporting 
printons 
products 

props 

publicity 
reportage 
slide films 
stereo 

still life 

stock photos 
trick photography 


PHOTO REPRODUCTION SERVICES 


Anscochrome processing 
b&w prints in quantity 
carbros 

color assemblies 

color prints in quantity 


color separations 

copy of artwork 
duplicate transparencies 
dye transfer prints 

dye transfer prints, giont 
Ektacolor 

Ektachrome processing 
enlargements 
Flexichrome 

montage 

mural color transporencies 
photocomposing 
photocomposing on 
transparencies 
photomurals 

reprodupe 

reprodye 
reproportioning 
screened veloxes 

slides 

strip-ups 

35mm negs. & positives 
tronsparencies 
transparency art 

type “"C” prints 
viewgraph slides 

color film strips 
colorstots 

copy prints 

ozalids 


photostats 

photostats on acetate, in 
opaque black or white 
visyalcast slides 


acetate proofing 
advertising presentations 
od pre-prints 

bindery 

display manufacturers 
envelope manufacturers 
gravure plates, printing 
industrial comic books 


photogelatin printing 
printers, letterpress 

silk screen printers 

type direction 

type foundry 
typographers, A.T.A., N.Y. 
typographers, 
typographers, machine 
typography, old fashioned 
typography, photo 
Varityping 


247. employment agencies 
248. messenger service 


ART SCHOOLS 


schools 


AGENCIES 


mode! 
talent 





252-254: representatives’ listings Listings 252, 253, 254 are $2.50 each, plus $2.00 for each artist, photographer, or copy- 


writer listed. Complete the order form and list your artists, photographers or copywriters on your letterhead. 


ARTISTS’ REPRESENTATIVES 252 COPYWRITERS’ REPRESENTATIVES 253 


PHOTOGRAPHERS’ REPRESENTATIVES 254 





255-257: studio listings Listings 255, 256, 257, are $7.50 each regardless of number of services listed. 


Complete the order form and list your services (see below) on your letterhead. Data under “‘Other Services’’ is limited to 60 characters, 


including spaces. 
ART STUDIOS 
255 {List any or all of the follow- 


ing on order form or your 
letterhead) 


(CD illustration 
(CD layout 


256. 


PHOTO STUDIOS 
(List any or al! of the follow- 
ing on order form or your 
letterhead) 


A 
3 


3 
g 
2 
i 


COPY sTUDIOS 


257. (List any or all of the follow- 
i form 


or your 
ietterhead) 


DC lettering 


0 mechanicals catalogs, folders 


direct mail, inserts 
sales promotion 
ods, commercials 


DO children 
0D fashion 
DD food 


O creative 
0 service 
OD annual reports 


“ 
| 3 


(J brochures, folders 
D) cartoons 

OD design 

D direct mai! 
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CD illustration 


o000000 
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(other services) 


CD industrial 
CD interiors 
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print and air copy 
publicity, P.R. 
deoler aids, letters 
product literature 
Presentations 
newsletters, reports 
annvol reports 
soles training 
copy—contost serv. 
(other services) 1B 





communication 


(continued from page 120) 


gin and end? Experience is never 
limited and it is never complete; it 
is an immense sensibility; a kind of 
huge spiderweb of the finest silken 
threads suspended in the chamber 
of consciousness and catching every 
air-borne particle in its tissue. It is 
the very atmosphere of the mind; 
and when the mind is imaginative— 
much more when it happens to be 
that of a man of genius—it takes to 
itself the faintest hints of life, it 
converts the very pulses of the air 
into revelations. The power to guess 
the unseen from the seen, to trace 
the implication of things, to judge 
the whole piece by the pattern, the 
condition of feeling life in general 
so completely that you are well on 
your way to knowing any corner of 
it—this cluster of gifts may almost 
be said to constitute experience, 

. in the most differing stages of 
education. 

If experience consists of impres- 
sions, it may be said that impres- 
sions -are experience, just as they 
are the very air we breathe. There- 
fore, if I should certainly say to a 


novice, “Write from experience 

only,” I should feel that this was 

rather a tantalizing monition if I 

were not careful immediately to 

add, “Try to be one of the people 
on whom nothing is lost.” 

This is a large order and difficult to 
fulfil. We must try to fill it, because the 
spirit of our times is moving so rapidly 
toward extremely individual expression 
—and the artist who isn’t self-motivated 
isn’t worth a damn. 

Some artists think they deserve spe- 
cial privileges for doing “hand work”. 
They fail to realize that the public is 
not concerned with this uniqueness, but 
hopes to experience an original and 
striking and informative message. The 
artist is, first of all, an eye. The “pros” 
should know this. 


photography and believability .. . 

In Advertising Directions, David Ogilvy 
gave his standard for judging graphics 
in print advertising. Some of them were 
good, such as: “If it requires more than 
a split second for the reader to identify 
the kind of product being advertised, 
deduct ten points.” But he goes on to 


plump for the photograph above any 
other medium on the grounds of “be- 
lievability.” Ogilvy says: “If a drawing 
is used instead of a photograph, deduct 
six points.” 

To state that all protographs are mor 
believable than some illustrations i 
nonsense. Certainly, in speaking of be 
lievability, we can question what we ar 
being asked to believe. Sometimes th 
camera makes us believe a visual faci 
but isn’t it useful on occasion to allov 
our audience to believe in a dream? Pai 
ticularly if a big dream is more true ii 
the profound sense than a fact? 

Some current magazines are 85% phc 
tographs, and in a few of them the 15° 
of “art” represents the best argumen 
for photographs. This is the illustr: 
tor’s fault. No matter how angrily h 
protests against the limitations whic! 
brought it about, he must face the fa 
that he is the head of his own “bus 
ness,” and as responsible as a corpor: 
tion president for the health of th 
business. 


don’t bore... 
The illustrator is in a business that 





Dick Richards 


photography...one of the expanding creative 


Bob Giandomenico 


Dick Richards 





Dick Richards 


doesn’t dare be boring. Some decry the 
photograph while drawing from it with- 
out thought or feeling, and thus com- 
pound the difficulty. They are bringing 
about the very downfall they believe 
they’re fighting against. 

The over-use of photography suggests 
that we have become so accustomed to 
one-eyed vision that we fail to appre- 
ciate the value of seeing with two. 

Consciously or unconsciously, the il- 
lustrator is an exponent of his time. He 
speaks to those who will listen: but the 
pace is so quickened today in contrast 
‘o the past that changes in public atti- 
udes occur from moment to moment. 
jome as interesting as ““What size is the 
deal bosom?” or whether our society 
nay be truthfully delineated as a democ- 
acy of big-footed, big-handed and short- 
»odied workers—or the “haves and have 
nores,” as the New Yorker describes us. 
Even then he must, for personal satis- 
faction, depict the world outside him- 
self—and himself, too. 

Just as the future will reflect what is 
happening today, our time reflects the 
past. And yet, the women we paint to- 
day were unacceptable only a few years 


ago. Recently a fashion magazine did 
some pages with models made up like 
those Van Dongen painted. The charm 
lay in our present distance from the 
Fauves. 


in the 20's... 

In the early Twenties, the illustrator 
looked less often toward his colleagues 
for inspiration. He looked at nature and 
his fellowmen and spoke to them. We 
need a reunion with this common source 
today, but on different grounds. The 
Twenties’ pictures were extremely naive. 
Compositions of figures were presented 
from the viewpoint of the standing 
painter. The subjects were always hu- 
man but no real attempt was made to 
relate them to each other in realistic 
ways. The groupings were not designed, 
but looked as though the artist had 
asked his models to just “cluster over 
there and look nice.” (He probably 
did.) 


sophistication arrives... 

A few years later, when everyone was 
getting rich in the stock market, the 
illustrations were much less human. 


Sophistication (in the dictionary mean- 
ing of sophistry) had set in. More close- 
ups, in the manner of Degas’ ballet fig- 
ures, were employed and props such as 
chairs and columns of buildings were 
allowed to interrupt the complete de- 
piction of the human figure. Design had 
crept in: but in an uncomfortably un- 
realistic fashion. 

Probably no period proves my point 
concerning the artist and his audience 
as the Depression does. Ads and illus- 
trations pictured a society in moody 
grimness and resignation. Figures were 
expressed in jagged darks and lights 
which shattered and de-humanized the 
form. Pictures, unconsciously abstracted, 
expressed mass hysteria, and the mass 
took them to itself as its own image. 

With almost no leavening interval, 
illustration moved into the pre-World 
War II period full of shock and fear. 
Very little changed except for one sig- 
nificant feature. The figures became 
more “human” again. 


emotion and action... 
During the war we turned to great 
emotional intensity — expressed largely 
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communication 
(continued) 


through action. Such an innovation oc- 
curred in one of my early pictures. I 
painted a fisherman and his girl cross- 
ing a brook on widely spaced stepping- 
stones. The girl was in full elevation, 
touching neither the stone she'd left nor 
the one she was landing upon. 


the Matisse look . .. 

A great movement took shape during 
the Forties. For want of a better word 
I'll call it the “Matisse look.” I was one 
of those who greeted it with joy. I wor- 
shipped design and some of he public 
did, too. Artists at last had the oppor- 
tunity to give it to them, but too many 
thought there was no limit to the num- 
ber of times they could make the subject 
jump through the figurative hoop of 
the purely decorative. Editors and art 
directors contributed to this delin- 
quency. They found it easier to drop a 
decoration in a pre-chosen slot than to 
use a picture which truly illustrated a 
genuine situation. 


@ mass audience for good art... 
They were happy to publish provoca- 
tive words without the danger of arous- 


ing more emotional responses with a 
stimulating image. Lately, the public 
desire for an esthetically valid presen- 
tation of a genuine situation is felt. 
Despite past disappointments, we may 
be on the margin of a revolutionary 
break-through for the illustrator. Before 
I describe the foreground, let me tell 
you what's behind it. I know we have 
a public which reads comics and watches 
Westerns, and I’m aware of the bad art 
in our magazines. But we do have an 
audience for good art and good illus- 
tration numbering millions. 

We are living in a time when mass 
taste is ready and asking for change. 
The public has been exposed to more 
good art, good music and good reading 
in recent years than ever before in his- 
tory. More college graduates who've 
taken art courses are buying products 
and reading magazines and books than 
ever before. They're hungry for art and 
know why they're hungry. 

In order to communicate with the 
mass, the illustrator must be enough of 
the mass to feel its needs, but not so 
much that these needs are unconscious 
to him. The good illustrator is a man 


who is constantly torn between what he 
and his friends like and know is good, 
and what his audience desires. (Note 
that I do not say “accept”. The entire 
problem of the illustrators’ performance 
slides out of focus when “mass accept- 
ance” is substituted for “mass desire.”’) 


why so much magazine redesign? .. . 

In my view, some of our great magazines 
are now being redesigned because they 
think in terms of mass acceptance in- 
stead of mass desire. The distinguishing 
characteristic of the “new” illustrator is 
that he has heard of design, but in his 
revolutionary zeal to replace everything 
that is “old hat,” the new art is in dan- 
ger of becoming a stereotype faster than 
such a development has ever occurred 
before. 

The negative aspect of the “new” is 
very apparent. There aren’t enough 
qualified art directors to go around, so 
the new “hot-shot” must wait until the 
taste leaders buy him. When they buy 
him, what they buy is often a sample 
attached to a story equally innocuous. 

Often the difference between the new 
work and its inspiration is that of in- 
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eptitude. A “charm” is seen in the 
naiveté of the imitation which was felt 
to be lacking in the originator. 


less spelling it out... 
Many of the new people inspire me. 
More than abundant talent is here to 
satisfy the mass desire and to take ad- 
vantage of it. In addition to improved 
Jesign, drawing is more descriptive, 
more deeply felt, more personal. Pic- 
tures need not speak as literally as they 
once did. We illustrators can focus more 
lirectly on what we say because we no 
onger need to say everything. We are 
10t less informative when we leave 
something out, but our message is easier 
o read because of what we put in. Our 
xeople are more human for being less 
liché ridden. We need not explain a 
figure as we once were required to do, 
ind the result is a myriad of new shapes 
o play against one another. We have 
more art and a less commercial look. 
Someone has called the new artists 
‘method artists” (like the method ac- 
tors) and many of them possess the same 
virtues and possibly some of the faults. 


is management listening? . . . 

Most seminars are ineffective because 
we are talking to ourselves. Manage- 
ment should be listening, but it seldom 
does unless it’s in trouble. Manage- 
ment’s difficulty is always the creative 
opportunity. Management lost its con- 
fidence in the Depression and never got 
it back. It is no longer daring, except 
as a last resort. I am finally sick and 
tired of the staggering stupidity—maybe 
ignorance is a better word for the less 
afflicted—of management. 

We live in a time noisy with compe- 
tition for consumer dollars and audi- 
ence attention—a time of critical need 
to nurture responsible talent—a time for 
honest, direct communication through 
arresting ideas presented in pictures and 
words. How can we afford less than an 
environment where ineptitude would 
suffocate rather than be suffocating? 

Perhaps management desires an un- 
differentiated public. Perhaps manage- 
ment wants nothing but a catalog of its 
products. We are not merely a nation 
of products. 

We know that management wishes to 


present its corporate image as “nice and 
simple,” and yet, Jim Real said at As- 
pen, “As many frauds have been perpe- 
trated in Bodoni as in Barnum.” 

Pictures, like any other language, can 
tell lies, but I don’t believe our masses 
are innocent any longer. They can see 
behind some of management's masks, 
and management, therefore, should cease 
pretending that their business is not an 
honest exchange of goods for dollars. 
How long can we carry on with, “Mom 
loves Chevrolet”? 

One more word for management. I 
have never seen a successful campaign, 
a good selling job, without smart man- 
agement. When it’s really good, the 
credit goes all along the line from top 
to bottom. 

My personal, inner reaction to some 
of the new illustrators concerns a fan- 
tasy. I imagine myself sitting in front 
of TV, watching “To Tell the Truth.” 
The three contestants, all looking alike, 
are facing the interlocutor, who is in- 
toning his solemn request: “And now, 
will the real Claude Roger Marx Vuil- 
lard please stand up?” * 
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bookshelf 


The bookshelf makes it easy for readers 
to buy, at list price, the best books of current interest 
to the art professional and advertising manager. 


229. Haberule Visual Copy-Caster. 6th 

Edition. Quick character counter, 2 
colors, plastic bound, 4-48 pt., over 800 
faces, alphabetized, manufacturer-grouped— 
plus 29 caps-l.c. most popular face speci- 
mens. 53 precision pica unit character 
scales expedite counts of over 4,000 fonts. 
Plastic type gauge has 6-11 agate and 12-pt. 
scales, Elite-Pica typewriter character counts 
and 6” rule. $10. 


230. Creative Color. Faber Birren. Psycho- 

logical concepts in color manipula- 
tions, dominant harmonies, law of field size, 
chromatic light, color systems, iridescent- 
luminous effects. ‘Rarely achieved effects’’ 
finish each chapter. $10. 


231. ‘60 Annual of Advertising Art in 

Japan. Edited by Art Directors Club 
of Tokyo. Annual features award-winning 
ads, 1960 World Design Conference notes, 
and bi-lingual reports. 300-pp. 8%” x 12”. 
$12,50. 
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ANNUALS 
225. New York Art Directors’ 39th Annual of 

Advertising and Editorial Art and Design. 
Edited by Howard C. Jensen. Designed by George 
Elliott, senior AD McCann-Erickson, the book's 
400 pp. 8x11, illustrate the show's 474 pieces 
in b/w but brilliant color is used for slipcase, 
bindings, endpapers. Different second colors are 
used in various sections, colored dividers sepa- 
rate the sections. Editorial features include a 
program summary of the Fifth Visual Communica- 
tions Conference, by Frank Baker, conference 
director. $15. Also available, 38th Annual, $15, 
No. 197; the 37th, $12.50, No. 182; 36th, $12.50, 
No. 165; 35th, $12.50, No. 146. 


214. International Poster Annual. Edited by 
Arthur Niggli. 505 outstanding current post- 
ers, 20 shown in full color, from 25 countries. 
indexed. American selections number 37, take up 
9 pages. Noted: continuation of international 
style trend observed in the last annual, emergence 
of large and important group of Japanese artists, 
““concrete’’ group in Switzerland. $12. 


215. The Penrose Annual, Vol. 54. Edited by 
Allan Delafons. The new edition of the 
British classic international source-book on the 
graphic arts has 120 pages of articles reviewing 
and copious b/w and color plates and ‘inserts 
illustrating trends and developments in esthetics, 
economics, techniques, and industry. $12.50. 


220. The Picture Universe. U.S. Camera 1961. 

Edited by Tom Maloney. Includes a full 
color 4 ft. pullout view of Switzerland by Emil 
Schulthess, portfolios by Alexander Liberman (from 
his book The Artist in the Studio), Alfred Eisen- 
staedt, Roy Stryker (The Lean Thirties), William 
Klein (Rome), Harper's Bazaar (March 1960), Eve- 
lyn Hofer (The Stones of Florence), Vogue feature 
editor Allene Talmey on Penn, Irving Penn (Mo- 
ments Preserved, from his book of the same title). 
Photography in Space. $10. 


222. Modern Publicity 1960/61. Edited by Wil- 

frid Walter. Examples from 28 countries, 
including some in eastern Europe. Most, from Ger- 
many, Japan, Sweden and the U.S. No separation 
according to origin, so interesting juxtaposition 


of varied concepts and styles in same category. 
More than 400 b/w illustrations, 70 in color. $9.95. 


223. Ilustrators ‘60. Edited by Howard Munce. 

Best of current American illustration, in a 
book designed by Lester Beall and published for 
the Society of Illustrators of New York. More than 
350 selections by about 300 artists from around 
the country, for the SI 1960 show. Judges discuss 
their categories. Articles by Harry Carter, George 
Shealy, Arthur William Brown. $12.95. 


PRODUCTION 
204. Advertising Agency & Studio Skills. Tom 
Cardamone. How to prepare art and me- 
chanicals for repro. Detailed, illustrated. $4.75. 


208. The 4 Color Process Guide. Sure to become 

standard reference work for 4 color process 
reproduction. This 11x14 200 page book showing 
full range obtainable in print using the four process 
colors was ADed and designed by Louis Dorfs- 
man, in collaboration with Harry and Marion 
Zelerko. Scientific, accurate, objective and 
orderly system for determining precise color 
wanted. Over 5600 large color patches, each 
almost two square inches. 3 and 2 color sections 
are included. Plastic viewer isolates patches for 
exclusive examination of one color against black, 
white, and process colors. Special introductory 
price, $110 prepaid. 10-day trial period. 


216. The Grand Three-Color Blending Book. 

Hans Gaensslen. Unique guide. 50 12x12 
pp. letterpress and 50 pp. offset, in 1 edition, 
show 2-color combinations with black, and 3 col- 
ors in various combinations—more than 10,000 
shades of color. With each 3-color table are 4 
design examples comparing effects a design has 
in different color combinations and repro meth- 
ods. Examples also show effects of overprint- 
ing and screening. Book includes information on 
printing inks, production of posters in tempera, 
choosing most suitable paper and screen, etc. $45. 


218. Color Swatch Book. Contains 500 pages of 

printing ink colors, with over 24,000 per- 
forated color swatches for easy removal. One 
section is printed on ccated, another on uncoated, 
to facilitate exact matching. Designed for artists, 
designers, buyers and sellers of printing. Now 
you can avoid using silk screen, pastel, watercolor 
samples which printers and lithographers have 
difficulty in matching. Individual color sections 


can be reordered and inserted in this specially 
bound book. $47.50 prepaid, 10 day money bac! 
guarantee. 


219. Lee Streamlined Copy-Fitting Handbook 

Arthur B. Lee. Comes with the Lee Strear 
lined Copy-Fitting Gauge, made of Vinylite, whic 
fits into a pocket inside 2nd cover. The book ho 
32 pp. of Linotype and Intertype faces with cor 
plete alphabets of all available sizes up to 18 p 
The gauge scale to be used for linear characte 
count is indicated next to each alphabet showinc 
Many other aids included. Printed in 2 color 
6x9 pp. $4.95. 


227. A Book of Type & Design. Oldrich Hlavs: 
498-page, 2-color indexed Czechoslovakic 
compendium of 250 various-size Roman faces mo 
popular in Europe and America is a cross-sectic 
from the foremost foundries and a_ practic 
manua’ and working specimen book of availab 
book, periodical and jobbing types. $12.50. 


228. The Styles of Ornament. Alexander Spelt 

Paperback edition of Dover's ‘59 bo 
(David O'Conor's translation of 2nd German ec 
tion) presents 3,766 illustrations, representir ; 
ornaments’ entire range frém prehistoric to mi 
19th Century times—all reproducable without pe 
mission or payment. $2.25. 


GENERAL 
211. The Madison Avenue Handbook 196. 

Paperback annval diary/directory lists co’- 
porate names, addresses, phone numbers and 
art-staff key buying factors among New York com- 
mercial art practitioners and consumers. Adci- 
tional listings for Chicago, Detroit, Los Angeles, 
Miami and San Francisco. In all, 24 categories 
are covered—from ad agencies and art supply 
houses, photographers and publications to TV-film 
producers, TV studios and stage-TV union affiliates. 
Each diary spread has room for write-ins and 
features a column of 22 expense items. $4. 


212. Commercial Art as a Business. Fred C. 

Redewald and Edward M. Gettschall. Re- 
vised and enlarged edition of the book by the 
late Rodewald, himself a commercial artist, origi- 
nally pubished in 1954. Brought up to date—in- 
cuding statistics not available before—by Art 
Direction editor Goitschall. Contains latest infor- 
mation on markets, prices, practices, media needs, 
contracts. $4.95. 


224. Who’s Who in Commercial Art and Pho- 

tography. Director’s Art Institute. Collec- 
tion of lists of artists, photographers, agents, 
studios, representatives, art buyers. The last cate- 
gory is broken down into ad agency, book pub- 
lisher, magazine, business. Name, address, phone, 
and specialty category listed for producers, 
buyers. $15. 





ART DIRECTION 
19 W. 44th Street, New York 36, N. Y. 


146 165 182 197 
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Please send me, postpaid, the books corresponding to numbers circled below. 
204 208 
222 223 224 225 


All orders shipped postpaid. No C.O.D.'s. Add 3% sales tax with orders for 
New York City delivery. Payment must be made with order. Add 5% per title 
for delivery outside USA, except APOs. 


211 212 214 215 216 218 
227 228 229 230 231 
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Firm 
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Zone. State 








If you want a book not listed, send your order and we will try to get it for you. 





Chicago studio assn. 
produces promotional film 


The Association of Art Studios in Chi- 
cago Inc. is making available its sound 
slide film Ten Thousand Fingers. Pro- 
duced by Fred A. Niles Productions, the 
film combines 2 themes: advantages of 
buying from AASC members, and recruit- 
ment of students and professionals to the 
Chicago studios. AASC member studios 
produced all the colorful design and car- 
toon artwork. The sound portion, full 
orchestra and announcer, is on 3314 rpm 
record. 

The film and record are available on 
free loan to ADs, schools, agencies, and 
companies. To book, write Association 
of Art Studios in Chicago, Inc., Suite 
1456, 20 N. Wacker Dr., Chicago 6, or 
call Fred Good, CEntral 6-7868. 


John Norse promoted to 
OAI western AD 


Following the retirement of George W. 
Straub as vp/western AD, asst. western 
AD John Norse has been named western 
AD. Straub, with Outdoor Advertising 
Inc. since 1943, had been elected a vp 
in 1958. He plans to concentrate on por- 
trait painting. 


CCA opens 
printing/packaging museum 


A recently opened museum in Container 
Corp. of America’s-Chicago headquarters 
includes some 2000 cartons, labels, cans, 
bottles and other items dating from pre- 
Revolutionary War times down to the 
present. The museum was opened as part 
of CCA’s market research and package 
design program. 

Research is carried on at a new facility 
in Park Forest, Ill., the CCA Consumer 
Research Field Office. Consumer re- 
search, mainly on supermarket product 
packaging, is based on a panel of some 

1,000 respondents in the Chicago area 
drawn from the .“middle majority,” plus 
epresentatives from upper and lower in- 
ome groups. A similar panel is being 
‘eveloped in the Philadelphia-New York 
rea. 


Instruments used in Park Forest to pre- 


test packages include: the ocular camera, 
which takes a continuous series of pic- 
tures of observer's eye as it moves over a 
design and also photographs eye dwell 
patterns as viewer checks competing de- 
signs; the tachistoscope, a vision impact 
tester that flashes illustrations on a screen 
at increasingly longer times to determine 
viewer's rate of recognition of design 
elements; the visibility meter, which 
measures design legibility comparisons 
between 2 packages; the visibility tester, 
which notes peripheral vision—packages 
are blurred, sharpened, etc. to determine 
attention-getting quality when seen out 
of the corner of the eye; the angle meter, 
a recorder of identification from acute 
angles of approach—to simulate shopper’s 
view of package as she approaches it from 
a supermarket aisle. 


Chicago’s art festival 
in Water Town Square 


A “Magnificent Mile” show, open to 
artists within 100 miles of Chicago, is 
being sponsored by the Greater North 
Michigan Avenue Assn. Subject was lim- 
ited to the Water Tower Square and 
immediate surroundings at N. Michigan 


Ave. and Chicago Ave. The association 
will award a $500 first prize, $125 second, 
$75 third, $50 fourth, and $25 fifth. Hon- 
orable mentions will be presented for 6th 
through 20th places. There will also be 
a $400 purchase award given by the 
Water Tower Inn. 

Winning paintings will be exhibited 
for 2 weeks early this month in the Water 
Tower Lobby. Additional displays will 
be arranged by hotels and merchants in 
the area. 


Chicago AG Days 
Sept. 13-15 


Artists Guild Day this year has been 
extended to 3 days and will include a 
members’ art exhibit and trade shows of 
Chicago art studios, typographers, en- 
gravers, art supply houses and allied busi- 
nesses. The 3 day festival, chaired by 
Jack Strausberg, will be held at the Visual 
Arts Center, 27 E. Ohio St. Different 
groups will be featured on each of the 3 
days. Wednesday, Sept. 13, is AG Day, 
Thursday, AD Day and Friday, Art Buy- 
ers’ Day. Each program begins at noon 
and continues until 10 p.m. A dance will 
be held Friday evening. ry 
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INDEX TO ADVERTISERS 


Acrolite Products . 43, 48, 51, 52, 58, 64, 129 
Advertising Typographere 
Asen. of America 

American Blueprint Co. 
American Type Founders 
Ames Associates, Archer 
Amsterdam Continental Type 
Andrews Paper Co., H.P. 
Bainbridge’s Sons, Charles T. 
Bauer Alphabets, Inc. 

Bebell & Bebell Color Lab 
Beckett Paper Co., The 
Blair Art Products .. 

Boro Typographers, Inc. 
Brown Bros., Arthur 
Camera Hawaii 

Cas craft, Ine. . 

Chaite Studios, Inc., Alexander E. 
Comart Assoc. 

Continental Arms ..... 

Cooper School of Art 
Crescent Cardboard Co. 
Cross Siclare & Sons, Inc. em 
Du Pont Sees & Oe } 
Eastman Kodak C 

Eberhard Faber Pen & Pencil 
Edstan Studios 

Famous Artists Schools, Inc. 
Faraghan Studio, George 

Federman, Adams & Colopy, Inc. 
Fenga & Donderi, Inc. 

Ficalora, Toni 

Fields Assoc., Jerry 

Friedman, A.l. 

Friedman Assoc., Estelle 

Friedrichs Co., E.H. & A.C. 

Gelberg, Inc., Bob 

General Pencil Co. 

Graber Art Assoc., Norman 

Grace Letter Co. 

Graphic Directions 

Greenberg, Jerry 

Grumbacher, Inc., M. 

Guasin Co., Inc., Lawrence 

H.H. Art Studios, Inc. 
. Haberule Co., The 

Henschel & Co., Inc., John 
Hoebermann Studios 

Hurlock Bros. Co., Inc. 

Hunt Pen Co., C. Howard 

Huzley House 

Johnstone & Cushing 

K & L Color Service 

Kane Agency, Alan 

Kennedy Assoc. 

Kent Typographic Service, Ine. 

Kerbs Studio, Larry . 
Kranzten Studio, Inc. . 

Lacey-Luci Products, Inc. 

Lewis Artists Materials 

Lueygraf Mfg. Co. 

Ludlow Corp. . 

Marks Color Labs, Ralph 

Marquardt Paper 

Marsh Stencil Co. 

Marshall Photography, Edith Paul . 
Mergenthaler Linotype Co. 

Monogram Art Studios, Inc. 

Monsen Typographers 

Morilla Co., The eal 
National Card. Mat & Board Co. 
Near North Guild 

New York State Employment Service 
North Studios, Inc., Charles W. ; 
Oxford Paper Co. 

Parsona Paper Co. . 

Permanent Pigments, Inc. 

Peterson Color Labs 

Photo Lettering, Ine. . 
Progress-Hanson- Progressive Group ; 
Rapid Typographers, Inc. ... we 
Regina Photoprint Studios 

Reinhold Publishing Co. 

Rich Art Color Co. 

Richman Studios, Inc., Mel 

Royal Typographere 

Samerjan, Peter James 

School of Visual Arts 

Service Typographers, Ine. 
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ready reference 


to have your firm listed call YUkon 6-4930 


ART MATERIALS 


Lewis Artists Materials Inc. 
Sole distributor of Mercury Products 


158 W. 44 St., N. Y. 36 JU 6-1090 


HISTORICAL PRINTS 
The Bettmann Archive 
Old time prints and photos, any subject. Events, 
Industries, Fashion, Decors. Ask for folder 6A. 
136 E. 57th St., N. Y. 22 PL 8-0362 


PHOTO EMPLOYMENT SERVICE 


Prestige Personnel Agency 

Experienced and trainees—all phases 

Careful screening—no charge to employer 

130 W. 42 St.. New York 36 BR 9-7725 


PHOTO SERVICES—COLOR 
Robert Crandall Associates, Inc. 
Duplicates, retouching, assemblies, photocompos- 
ing, processing. 
58 W. 47 St., N. Y. C. 36 Cl 7-7377 
Ferrara Color Studios, Inc. 
Creators of Colorsemblies 
Ektas assembled, retouched, duplicated 
112 W. 48 St., NYC 36 Plaza 7-7777 


Kurshan & Lang Color Service, Inc. 

Reproduction quality dye transfers. 

Ektacolor prints & duplicate transparencies. 
Quantity color prints & slides. 

Professional color film processing same day & 
overnight service. Reputation based upon finest 
custom quality color for past 10 years. 


10 East 46th Street, N. Y. 17, N. Y. MU 7-2595 


Norman Kurshan Inc. Color Service 

Quality dye transfers, C-prints & stats. 
Duplicate transparencies, art copies, slides. 
24 hour custom color processing. 

Call Norman Kurshan directly at 


8 West Séth St., N. Y. 19, N. Y. JU 6-0035 


Jack Ward Color Service, Inc. 
Type ‘'C*’ prints—duplicates—dye transfer prints 
Color processing— 


202 East 44th Street MUrray Hill 7-1396 


RETOUCHING 
Ted Bellis 
Color and B/W retouching 


19 West 44th St., NYC 36 MU 2-6570 


Color Transparency Retouching Studio 
Finest Retouching and Assembling 


58 West 47 St., NYC 36 Cl 7-7377 


Robert Crandall Associates, Inc. 
Transparency retouching and assembling by 
experts. 

58 W. 47 St., N. Y. C. 36 


Cl 7-7377 


Davis * Ganes 
Color correction/retouching—Transparencies, 
Dye Transfers, Carbros. Flexichrome ‘C"’ Prints. 


‘509 Sth Ave., N. Y, 17 MuUrray Hill 7-6537 


Tulio Martin Studios 
Transparencies 


58 W. 57th St., N. Y Cl 5-6489 


Donald D. Van Vort 
Creative retouching. Flexichromes, dye trans. 
"*C’" Prints, Ektochrome & b/w retouching. 


41 East 42 St., NYC YU 6-0755 


SALES PRESENTATIONS 
Robert Crandall Associates, Inc. 
Projection duplicates of excellent quality. 
58 W. 47 St., N.Y. C. 36 Cl 7-7377 


Presentation Department 
* Visual Aids * Promotional Material * Silk Screen 


4 W. 40th St., N. Y. C. LOngacre 4-4590 


Rapid Art Service, Inc. 

Creative Art Studio « Silk Screen © Typesetting & 
Letterpress ¢ Bookbinding ¢ Charts and Maps ¢ 
Exhibits & Displays ¢ All under one roof, with 50 
craftsmen and 15,000 sq. ft. of space to give you 
the fastest service in New York. 


304 E. 45th St., NYC 17 MUrray Hill 3-8215 


Wiener Studio 
Charts * Posters * Slides * Hand Lettering 


12 East 37 St., N. Y. C. MU 6-0656 


SILK SCREEN PROCESS 
Jaysee Display Advertising, Inc. 
Quality reproduction. Posters and displays. 
12 E. 12th St., N. Y. 3 OR 5-7280 


Masta Displays Inc. 
20 years leadership in silk screened 
posters and displays 


230 W. 17th St., N. Y. C. CH 2-3717 


Rapid Art Service, Inc. 
Midtown's largest silk screen shop 
highest quality — fastest service 


304 E. 45th St., NYC 17 MUrray Hill 3-8215 


STILL LIFE 


Sidney Gold 
Renderer of merchandise, jewelry, all mediums. 


673 Fifth Ave., New York 22 TEmpleton 2-8876 


STOCK PHOTOS 


Walter Chandoha 
Animal Photography-Specializing in Cats & Dogs 
Annandale, N. J., 201 State 2-3666. 


Underwood & Underwood Illustration Studios, Inc. 
Reserve illustrations for advertising . . . Editorial 


& promotional use. Not connected or associated 
with any other company using the Underwood & 








Underwood name. 


319 East 44th St., N. Y. 17... MU 4-5400 
646 North Mich. Ave., Chicago 11, Ill. DE 7-1711 


Underwood & Underwood News Photos, Inc. 
All subjects: Historical, Industrial, Scenics, 
Agricultural, Geographical, Personalities, etc 
Also Transparencies. Ask for Free Listing. 
3 W. 46th St., N. Y. C. 36 JU 6-5910 


TELEVISION SERVICES 


Edstan Studio 

Slides, Telops, Flips, in b/w and color 
75 W. 45th St., NYC 36 Cl 5-678) 
National Studios 

Hot Press, Slides, Telops, Filmstrips, Flips, etc. 
42 W. 48 St., N. Y. 36, N. Y JU 2-192¢ 
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TYPOGRAPHY 
The Composing Room, Inc. 
Advertising Typographers 
130 W. 46 St., N. Y JUdson 2-0100 
Linocraft Typographers 
333 West 52nd Street 
New York 1, N. Y. PL 7-8295 
H: O. Bullard, Inc. 
Linotype, Monotype, Ludlow, Foundry 


150 Varick Street, NYC 13 AL 5-1770 


CLASSIFIED 
PHOTOGRAPHIC REP WANTED-Established fash- 
ion and illustration photographer offering on excel- 
lent opportunity for a dependable and experienced 
rep with following. Box 29, Art Direction, 19 W. 
A4th St., NYC. 





TOP CREATIVE GRAPHIC design illustrator seeks 
top mechanical, paste-up, lettering and produc- 
tion man as an associate. Box 91, Art Direction, 
19 W. 44th St., NYC 
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ALLAN KANE 


PLACEMENT AGENCY 


6 E 46 ST. Yukon 6-9585 


art personnel 





ART DIRECTORS 
AR STS 


now with 
BBDO 
Young & Rubicam 
Doyle Dane Bernbach 
Walter Dorwin Teague 
Mel Richman 
Corning Glass 
Bethlehem Steel 
New York Times 
AMF 
Royer & Rogers 
Campbell Ewald 
Readers Digest 
American Heritage 
Norman Craig & Kummel 


were placed by 


JERRY FIELDS 


ASSOCIATES 
(Jobs Unlimited) 
13 E.52nd Street, New York 22, PLaza 83-4122 
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Silver Studios .. 

Steig Products 

Stoessel Studio ....... 

Strathmore Paper Co. ....... . 
Volk Jr., Art Studio, Harry .. 
Ward Color Service, Jack 
Whitaker-Guernsey Studios 
Whiting Plover Paper Co. 
Winsor & Newton 





The Marvelead pencil, 
Dixon Crucible Co., Jersey City, N. J., 
has a new lead (“rich, black, smooth, 
strong, designed for gliding perform- 
ance”), available in round or hexagon 
shapes. 12 point preferences range from 
soft, extra soft and 5/10 medium to hard 
and extra hard. 


from the Joseph 


A show card marker, from Holes Webway 
Co., St. Cloud, Minn., has 5,300 colorful 
large, medium and small letters and num- 
bers (314”, 114”, 2”) that can be used like 
postage stamps on lined cards. Arranged 
in “quick pick” trays. Free cabinet in- 
cluded in 1-month trial offer. $29.75. 


Thinner dispenser, capless, leak-evaporation 
proof, from Continental Arms Corp., 
697° 5th Ave., New York 22, closes and 
opens with a twist of a valve, control- 
ling flow from any position; 4 or 6 oz. 
capacities; useful for adding water to air- 
brush cups. 


Scrapbook from Coast Book Cover, 2930 
S. Vail St., Los Angeles, has 26 neu- 
tral gray 26”x18” Hammermill 65 Ib. 
weight cover stock accommodating full- 
size newspaper pages or 4 7”x10” ads on 
a page; useable also for presentations. 
Heavy, solid covers bound in black sim- 
ulated leather; reinforced multo-ring 
hinges—also sheet lifters preventing pages 
bunching and binding. Holds up to 52 
pages. $15 plus shipping costs. 


Erasomatic, electric eraser, 5” in diameter, 
features a flexible pencil-like shaft tipped 
with 4” rubber rod feeding out auto- 
matically as used; a trimmer sharpens 
eraser edge; non-skid device eliminates 
use of slip sheets and masks; motor starts 
and stops when handpiece is lifted and 
replaced; night-lock prevents accidental 
starting; can erase over 24” radius. Margo 
Co., 8900 Woodland Ave., Cleveland 4; 
$34.95. 
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TYPOGRAPHIC SERVICE, INC. 
250 W. 49th STREET, NEW YORK 19 


CIRCLE &5-2445 





Smati, compact, 21 ie 
. 21" * 
floor space, yet c commioss all im 
portant features of larger model. 
400% enlargement or reduction. 
. COROMET DESK TOP VISUALIZER. 
i @ te oe 


Easit 
Work area 10°x12" 
eniargement or reduction 





Send for Cotoleg 8 
LACEY-LUC! PRODUCTS, INC. 
3) Central Ave. * Nework 2, W. J. 
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DISCOVET: 


Graphic Design with sales sense 


LARRY KERBS StUDIO 


CATALOGS @ TECHNICAL BULLETINS 
BROCHURES m@ COMPANY PUBLICATIONS 


195 East 44th St. NY 17 & TH 7-0040 
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In some advertising people’s opinion 
there is something wrong with this ad- 
vertisement. 

True, the photography is excellent, 
the typography is handled with care, 
and the product—a chair designed by 
Harvey Probber—is so strikingly beau- 
tiful that its mere being on the maga- 
zine page suffices in stopping the reader. 
All this is for the good, but still a very 
important advertising rule has been 
blatantly violated here: Unless you read 
the headline, the picture makes no sense 
at all. 

As a matter of fact, a quick glance at 
the photograph leads one to think that 
Harvey Probber’s chairs look much bet- 
ter than they function. Why the book of 
matches under the leg? It must be that 
one leg is shorter than the other three. 
It seems that Harvey Probber has made 
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DIRECTIONS 


if it’s true, it’s there 


a goof and so did those who prepared 
this advertisement. 

We often hear murmurs around con- 
ference tables to the effect that unless 
the illustration explains the meaning 
of an advertisement, the advertisement 
is no good. 

Here’s why: A lot of people look at 
pictures but not all read headlines. If 
the words must support the picture, then 
the advertiser has failed to make con- 
tact with the readers who marvel at the 
illustration but are too busy to decipher 
the message. 

The ad-makers who subscribe to this 
theory probably fancy themselves as dis- 
coverers of a profound precept which is 
bound to save the advertiser millions of 
dollars. At last, here’s a Golden Rule 
that can be expounded upon easily. Also 
it can be used both to impress the client 
and to deflate the ego of creative people 
who thought they could create without 
guidance. 

We think that the theory: “pictures 
must be able to convey the message 
without the help of a_ headline” is 
plain nonsense. It has been invented— 
and perpetuated—by advertising people 
who use logic where they should use 
intuition. 

Granted, there are “readers” who 
satisfy themselves with a fleeting glance 
at the picture and then move on with- 
out reading a single word of the adver- 
tiser’s dearly paid message. But isn’t it 
part of the art director’s, and those who 
work with him, function to intrigue 
readers to read? 

A picture that tells practically every- 
thing will give the reader little cause 
to continue browsing. Why should he 
read the words if his curiosity has al- 
ready been satisfied? Would anybody 


by Stephen Baker 


finish a mystery novel if the name ot 
the culprit were spelled out on the first 
page? 

Every newspaper, magazine or tele 
vision advertisement is put together fron 
dozens, and sometimes hundreds of par 
ticles, but what counts is the tota 
image. The picture may be swell, bu: 
if the copy is lousy, the ad is lousy. Th« 
client’s signature may be the prettiest 
ever, but if the graphics that surround 
it is for the birds, the ad is for the 
birds. 

Art directors can rarely “save” an ad, 
even though they are often asked to. 
Neither can a copy writer. Make the two 
work together, and the ad is more likely 
to be “saved.” 

The Harvey Probber photograph 
makes little sense all by itself. The story 
begins to unfold with the headline and 
the picture. And even the headline and 
the picture do not tell the whole stor) 
There is ample reason for the reader 
to wade into the text. 

Our guess is that this ad got high 
noting in the magazine because of the 
handsome and interesting illustration. 
And—because the headline and the pic- 
ture are so skillfully interwoven into 
their meanings—we hazard to guess that 
the returns on the “read most” score 
were equally gratifying. 

We agree with those who say that this 
advertisement makes no sense if you pt 
your hands over the headline and loc 
at only the picture. We are impressed | 
the dramatic impact of such demonstr 
tions . . . but are utterly unconvince: 
Readers of magazines do not put the 
hands over headlines and look at on 
the picture, any more than they p' 
their hands over the picture and rea 
only the headline. 





















a 
- Boro has the sweetest type library... 


t 


' 





PHOTOGRAPHY 


Lb Osonitcok 


CHAITE STUDIOS 


35 WEST 56 ST. NY. PLAZA 7-3131 








